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OUR 1847 Rogers Bros. salesmen and 
our jobbers’ representatives will show 
you a new ‘‘Value Demonstration’ 
set containing ‘‘36 Pieces for the price 
of 24’’—a set that makes a dazzling 
display; that whets the appetite for 
silverware. 


But also a set that tells the woman 


1847 ROG. 
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at a glance how much more silverware 
her money buys today than it did a 
year ago. 

Here is an opportunity to increase 
your immediate sales of the finest 
silverplate—at your full profit. 


| ( | GQ The mark of the International Silver 


) Company —a guarantee of quality 
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SPEAKING OF THE JEWELRY TRADE «4 a4 4 


Retaii jewelers cite 
many strange incidents in the way of 
answers to advertisements from peo- 
ple who know little or nothing about 
jewelry, but one of the most amusing 





that has recently come to our atten- 
tion is told by E. §. Garman a jewel- 
er of Coatesville, Pa., who said: “A 
couple of weeks ago we had to adver- 
tise for a saleslady and the advertise- 
ment read in part—‘Wanted a sales- 
lady willing to take care of stock.’ 
To this we got about a hundred re- 
plies from all sorts and conditions of 
people in various vocations of life. 
However, the most interesting was 
from a woman who had evidently 
been living on a farm and only under- 
stood one definition of the word 
‘stock’. In a letter she said: ‘I have 
never worked in a store but have 
taken care of stock and like it.’ Need- 
less to say she did not get the job.” 
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Piatinum’s place 


as a metal for medallic art became the 
subject of interest in the striking of 
the first two Washington Bi-Centen- 
nial “Medals by the United States 
Mint, as told in another column. 
“For the first time,” said Charles 
Englehard, president of Baker & 
Company, Newark, N. J., which 
gave the platinum to the Government 
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at nominal cost because of the patriot- 
ic nature of the celebration, “this 
noble metal has been used in a Gov- 
ernment medal. It is not improbable 
that platinum will come to be associ- 
ated with trophies and medals sym- 
bolic of the highest award, thus fur- 
thering general appreciation of the 
metal’s distinctive qualities.” After 
seeing the medal, Mrs. Fraser, who 
has designed this and other famous 
medals expressed herself as particu- 
larly pleased with platinum as a me- 
dium for the reproduction of the 
sculptor’s art. 


> s 


Henri Schwob, who, as told 


in an article on another page, is now 
in charge of the fight against the 





watch smuggler on behalf of the 
American importers and American 
manufacturers feels that much can be 
done to overcome the evil if the deal- 
ers of the country will cooperate by 
refusing to deal with merchandise 
coming from suspicious sources. Said 
he: “As you realize one of the best 
ways of eliminating the smuggling of 
watch movements into the United 
States is to eliminate as far as possible 
the market for them. In other words 
if the big majority of large users 
would refuse to buy smuggled watches 
fully 50 per cent of my work would 
be accomplished. I, therefore, need 
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very badly, the support of all honest 
importers, jobbers, and retailers.” 

The danger which the careless deal- 
er must encounter in buying smug- 
gled articles is well pointed out by 
Mr. Schwob, in another column in 
the articles formerly referred to. 
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‘We recent announcement 


of a line of solid gold tableware by 
the Watson Co., Attleboro, was the 
subject of unusual comment both 
within and without the jewelry trade 
and the answer of Grover C. Rich- 








ards, president of the company, to 
the letters asking why the company 
should offer solid gold tableware at 
this time, was one that the pessimists 
of the industry as well as the “Doubt- 
ing Thomases” might study carefully 
for their own and the trade’s advan- 
tage. Referring to the inquiries as to 
why the Watson Co. had offered 
Lotus tableware in solid gold at this 
time, he said: “I think I see in the 
keenness of the personal interest—in 
the hold that the idea has already 
taken upon the trade—a major 
point in the answer to the question. 

“Beyond that, I. can only say that 
after every notable depression comes 
an era of ‘splendid living.” 

“Among possessors of princely for- 
tunes, our American jewelers will find 
almost no decrease in the number of 














their patrons whose homes are truly 
appropriate settings for tableware 
made of solid gold. For these for- 
tunate few, lavish living is by no 
means an extravagance but rather the 
normal indulgence of good taste in 
the enjoyment of lavish income. 

“It is caution and customs of the 
times, not Jack of income, that has 
been curtailing lavish spending among 
these families for two or three years. 
These brakes upon business are the 
ones that are most likely to let go 
first and suddenly, especially among 
the important American families of 
established wealth. We have found, 
for instance, that a significant num- 
ber of homes, to cost $100,000 or 
more, are under construction or being 
planned for 1932-33. 

“But, look at the idea apart from 
the actual market for gold tableware. 
They say sterling silver displays itself 
best against black. We are asking 
our jewelers what can be more inter- 
esting, more compelling, more talked 
about on the printed page (or in a 
first-rate jeweler’s window) than 
solid 14-kt. gold tableware against 
the recent blackness of .the world’s 
best advertised depression!” 
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dd T Saas 
he economic, 


the social and the poiitical convulsions 
which are shaking the whole world 
are without a parallel in history,” 


ae sees ABSOLUTELY 
' nN FUT Lo 






says Dr. Nicholas Murray Butler 
President of Columbia University in 
an article published by The Witness. 
“Tt is quite futile to draw curves and 
to make charts of how earlier depres- 
sions and economic crises in the 
United States have developed and how 
they have led the way to recovery” 
Dr. Butler adds. “This procedure is 
wholly futile because conditions are 
entirely without precedent and the 
remedies for these conditions will 
have to be without precedent as well.” 

Dr. Butler’s article is the first in a 
series of fourteen on “The Christian 
Way Out of Our International and 
Economic Difficulties.” 


G. H. Niemeyer, the newly 


elected president of the Jewelers Se- 
curity Alliance made the report at 
the annual meeting, described more 
fully in another column, in which he 
showed that in 1931 there were 540 
jewelers in the United States who 
were victims in one way or another of 
burglars, hold-up men, sneak thieves 
or other crooks and the total losses in 
the industry last year amounted to 
$2,283,982. Of the total losses less 
than 18 per cent was suffered by 
members of the Alliance despite the 
fact that the 4048 jewelers in this or- 





ganization probably carry the bulk of 
the stocks and are of a class that may 
be said to be “preferred victims” of the 
crooks. The Alliance’s record shows 
that hold-ups were responsible for 
losses to non-members of $1,217,439 
but members suffered only $279,666. 
Safe burglars took a toll of $380,300 
from jewelers outside the Alliance but 
the loss to its members in_ these 
amounted to only $20,659. The Alli- 
ance like other organizations lost a 
number of members during the past 
year but principally through the fact 
of either going out of business or into 
bankruptcy. But one member re- 
signed because of dissatisfaction. 


q+ ¢ 4 
N. O. Barnhill, 


a prominent jeweler of Oklahoma 
City, Okla., and secretary-treasurer of 
the Oklahoma Retail Jewelers Asso- 
ciation is sure that our retailers want 
to meet together now even more than 
in normal times. In announcing that 
the convention of the organization 
would be held Monday and Tuesday, 
April 11 and 12 at the Mayo Hotel, 
Tulsa, Okla., he said, ‘“We at first 
thought that it would be economical 
to defer the convention this year, be- 
cause of conditions. But our mem- 
bers insisted that we meet, and that 
our getting together this year would 
be more beneficial than during times 
when business was good. There 
seems to be a greater desire on the 
part of jewelers to exchange ideas and 
discuss their problems this year than 
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ever before. We look for a well at- 
tended and serious business conven- 
tion.” 
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That watches cannot be 
merchandised properly by any Tom, 
Dick or Harry in business is begin- 
ning to be brought home prominently 
to the many stores that have tried to 
do this and have sought to cut into the 
retail jewelers’ trade with purely mer- 
chandising methods and without the 
skill and knowledge necessary to make 
a watch business a success. And this 
applies even to some of the large de- 
partment stores who handle watches 
without giving a proper service. Some 
of the real merchants in this line have 
acknowledged the mistake and are 
willing to say so. 

“We don’t feel that watches belong 
in a store the size of ours,” said E. E, 
Rewick, jewelry buyer for Kerr Dry 
Goods Co., one of the leading depart- 


en 





ment stores of Oklahoma City, Okla., 
recently, “For two years we featured 
watches, but unless you can service 
them and have an experienced man in 
charge and a watch maker, we found 
it was not to our advantage to carry 
them and so discontinued our watch 
department.” 


q+ ¢ 4 
ore A. Jakobb, 


head of the jewelry designing class 
of the General Society of Mechanics 
& Tradesmen, New York, and an 
able artist, is also deeply interested in 
the future of the jewelry trade and 
has given much time recently to help- 
ing to solve the problem as to how we 
can keep the artist-artisans of the 
jewelry business in condition to re- 
sume their work with proper efh- 
ciency, when the present conditions of 
unemployment in the manufacturing 
trade are over. He sees a great 
danger to the industry owing to the 
fact that many of the former jewelers 
have had to take temporary work at 
manual labor or in lines which may 
interfere with the dexterity of their 
hands and stultify their taste and crea- 
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tive ability. He feels that some effort 
should be made in the relief programs 
to see that the jeweler is kept at work 
in which he can retain his ability and 
his fitness as an artisan. Many are 
already losing this through the work 
that they have to do, he claims. In 
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a letter to the JEWELERS’ CIRCULAR 
on this general subject he says: 

“Tt is advisable that all the jewel- 
ers’ organizations should hold meet- 
ings to try to solve the seemingly un- 
solvable question of rehabilitation. 
Some of the problems to be considered 
are arrangement for facilities whereby 
the jewelers can practice their art, by 
providing benches, torches and other 
necessary equipment in place of hand- 
ling shovels, picks and brooms. It is 
more advisable for jewelers to earn 
their money from these relief funds 
by working at their own vocations 
than the clumsy attempts at some 
farce work. Let us open negotiations 
with the Governmental authorities to 
help advance the sum for the noble 
and magnificent aim to save the beau- 
tiful art and industry of jewelry. 

“Tt is significant to note that the 
jewelers’ apprentice schools are filled 
to capacity, day and night classes, by 
regular jewelers who take advantage 
of these facilities to keep in touch 
with their art. It is advisable that 
the local boards, industrial or govern- 
ment, encourage the different educa- 
tional departments to establish such 
school facilities, rooms and equipment 
for the benefit of the jobless jewel- 
ers. A similar proposition can be 
advocated in connection with the use 
of empty factories. The educational 
departments would doubtless cooper- 
ate in these undertakings. I sincerely 
urge that a concerted movement on 
the part of the different jewelry or- 
ganizations along the lines outlined 
be started at the earliest possible 
moment.” 
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Athos D. Leveridge, 


well known in the diamond industry, 
divides his time between his offices in 
New York and Amsterdam and his 
home in Vaucresson, France. On his 
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visit to New York last month when 
asked to make a comparison between 
the conditions of the diamond polish- 
ing industry here and abroad as he 
saw them, he said: “Over there the 
cutters lack courage to produce heavy 
stocks and excess is quickly forced out. 
This prevents wide fluctuation. Fine 
sizes are seldom found, and I cannot 
see how mélées can be cut for less 
money. ‘The workmen will not en- 
dure present wages forever. I find 
here all kind of prices, without rela- 
tion to production costs. The extreme 
lows seem due to forced liquidation, 
at first or second hand; extreme highs 
due to fear of seeing one’s inventory 


a 7 
| “We originally created 
machinery in order to in- 
crease production. Now we 
find that increased produc- 
tion involves the necessity of 
increased consumption. Our 
problem has become not how 
to make things but how to 
dispose of them; not how to 
produce goods but how to 
produce customers. 


“If we are to keep our 
machine civilization stable, 
consumption must _ con- 
stantly keep ahead of pro- 
duction. The appetite for 
more things of every kind 
must constantly be stimu- 
lated. One desire must be 
used to breed another and 
these new wants, in turn, 
must be fed and nourished 
so that other new wants may 
be born. 


“As the editor of a New 
York newspaper remarked, 
the citizen’s first importance 
to his country is no longer 
that of a citizen but that of 
a consumer.”—Raymond B. 
Fosdick in the New York 


Times. 
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figure where it belongs or—to optim- 
ism. ‘There is a spirit of adjustment 
and reconstruction that was lacking 
on my spring visit to these shores. It 
augurs well, but we need more of the 
‘smile that wins’.” 


4 ¢ 4 
Satisfied that 


many families had hidden away in 
trunks, safety deposit boxes and other 
places, hundreds of dollars worth of 
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gold, silver and platinum articles in a 
useless condition, the S. T. Little 
Jewelry Co., Cumberland, Md., re- 
cently ran a small advertisement of- 
fering to buy this old jewelry for 
cash. The responses proved surpris- 
ing and showed that many people 
were willing to convert their hoard- 
ed precious metal as soon as a chance 
to do so was called to their attention, 
thus putting into circulation hundreds 
of dollars. ‘““We are of the opinion 
that many millions of dollars worth 
of such unused metal could be put 
to work in the melting pots of the 
country, and jewelers could build up 
a nice little business if they would 
take the trouble to do so;” said Rob- 
ert W. Little, manager of the con- 
cern. “We allow a fair price for 
these metals, slightly under what we 
consider their actual worth and the 
assayer’s check shows us a fair profit. 
We have bought gold for many years 
but it has never come to us in such 
quantities as since we advertised. We 
believe that if other jewelers would 
do the same, a lot of precious metal 
articles held for sentiment would be 
released and turned into cash and this 
would bring not only financial relief 
to the owners but would help the 
business of the jeweler, and, in fact, 
all other merchants. 


+ ¢ 4 


Dineen who are 
anxious to know the feeling of people 
in other of the great luxury industries 
will be interested in a statement made 
by Lee J. Eastman, president and 
general manager of the Packard Mo- 
tor Car Co. recently, expressing his 
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gratification at the pronounced suc- 
cess of the recent automobile show 
both from the standpoint of attend- 
ance and retail sales. Said Mr. East- 
man: “I am not given to predicting, 
but the success of this show convinces 
me that better merchandise and better 
dollar values extensively advertised 
will go a long way toward helping to 
break down the existing buyers’ 
strike and to dissipate this period of 
depression.” 
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Top—The store in which the auction was held and where the 
six jewelers displayed the merchandise offered in the sale. 

Below—Group of jewelers participating in auction. Top row, 
left to right: E. C. Beger, representing Hess & Culbertson 
Jewelry Co.; Oliver Selle, Selle Jewelry Co. Bottom row: Sam 
E. Heffern, Heffern & Neuhoff Jewelry Co.; W. G. Drosten, 
Drosten Jewelry Co., and J. S. Samesreuther, Mermod-Jaccard 
& King Jewelry Co. J. B. Bolland of the Bolland Jewelry Co., 
was not present when the picture was taken. 


= are two reasons 


why six leading jewelers in St. Louis, Mo., decided to 
hold a combined auction sale. The necessity for reducing 
stocks was the first and the second was a threatened in- 
vasion of outside jewelry interests to conduct an auction 
in St. Louis, Mo. 

Under the leadership of W. G. Drosten of the Drosten 
Jewelry Co. a meeting was called of these firms :—Bol- 
land Jewelry Co., Heffern-Neuhoff Jewelry Co., Hess & 
Culbertson Jewelry Co., Mermod-Jaccard & King Jewel- 
ry Co., and Selle Jewelry Co. Conferences were held by 
this group and the auction sale was discussed with ap- 
prehension and trepidation. ‘This was the first attempt 
within the memory of the oldest survivor that six of the 
leading jewelers had dared even to think of holding an 
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THIS COMBINED 
ACCOMPLISHED 


auction sale. The question that every jeweler would put 
to himself in a similar situation, was ‘““What of our pres- 
tige and reputation?” 

That was the thought that constantly worried all in- 
volved in the plan. This was the barrier that was eventu- 
ally crossed, and three weeks after the sale had started, 
when the same question was put to those participating 
in the event, not one of St. Louis’ finest felt that his 
store had lost one iota of prestige or that the slightest 
tarnish had been left on their highly polished reputations. 

After it had been agreed that an auction sale was the 
vehicle by which a large proportion of the inactive stocks 
could be moved as well as serving to thwart any possible 
invasion by outside interests, the manner, policy and 
methods of handling the event were given consideration. 
Of first importance was the store in which to hold the 
sale—one centrally located and within the area of those 
participating in the sale was required. ‘This was found 
in an ideal vacant store at the corner of 9th and Locust 
Sts., bringing the location within one block of five stores, 
with the sixth store located within a block and one-half. 
The auction took place within the heart of the fine jewelry 
belt. 

The auction room was equipped by the fixtures com- 
mittee with the necessary cases and wall shelves to accom- 
modate the stock. It was determined to employ news- 
paper advertising and radio to merchandise the sale and 
the schedules were arranged by a committee organized to 
handle this work. The opening announcement was a full 
page on Sunday, Jan. 17, followed with a half page on 
Monday, the opening day of the sale. A continuous 
schedule was maintained throughout the month of the 
sale. 

Spot announcements were used on the air and the entire 
front of the building where the auction was being con- 
ducted was covered with signs heralding this unique sales 
event. No restriction was placed upon those interested, 
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What! Six of the leading jewelers holding a 
combined auction sale? 

Impossible! It can’t be done! 

It was done and successfully. How it was ac- 
complished, the machinery that was set up by the 
group and the details of conducting an event of 
this character are all interestingly told in this story. 

It demonstrates that when a spirit of cooperation 
exists there is nothing impossible in arranging to 
accomplish a definite purpose which ‘in this case 
was to reduce stocks and prevent outside interests 
from taking the jewelry money out of town. 











AUCTION SALE 
ITS PURPOSE FOR 
SIX JEWELERS 


as to the amount of merchandise that could be displayed 
and offered at the sale. The expenses were shared accord- 
ing to the sales volume of each store. The advertisements 
stressed that every article offered was guaranteed by the 
firms participating to be as represented by the auctioneers. 
While no general announcement was made, it was under- 
stood that anyone dissatisfied with his or her purchase 
would have the money returned upon request. 

The first day of the sale the store was thronged with 
people in expectation of securing something of unusual 
value. The seats were well occupied with those who 
could afford to bid for merchandise of a good quality. 
The highest sale made on the opening day was a diamond 
piece which sold for $684. This did not represent the 
top price for a single unit during the sale, as later a neck- 
lace approximating $1,800 was disposed of. 








Esc store had competent 
salesmen present. Customers or prospective buyers could 
select any piece of merchandise and have it offered. This 
kept the jewelers active in attempting to interest their 
customers in particular pieces which they knew would 
appeal to them. 

As interest in the auction grew, those who secured at 
a price which pleased them something which they had 
desired for a long time became the best boosters for the 
salé. As the auction advanced it attracted a better class 
of customers, causing a demand for better merchandise. 

The hours of the sale up to this period were from 
11 a.m. until five p.m. With the crowds packing the 
store each day it was believed that many people interested 
in better grade merchandise hesitated to mill with the 

(Turn to page 97) 
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ls CY. and your party are invited to a 
° 


Private Evening Auction 
Friday, January 29... from 8 to 10 o'clock 
at 901 Locust Street 
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ASTONISHING 
BUT TRUE 

You May Buy Now 
at Your Own Price 


THE SIX LEADING JEWELERS 
of Se Louis Offer You the 
Opportunity of a Lifetime 








You May Choose Any Article fror 
This MILLION DOLLAR 
COLLECTION of 


Fine Diamond and Platinum } 
All Makes of Watches 
Gold and Silver Jewel: 
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Come to 9601 ~ 
Daily from Ila.m.to5 p.m sell 
Every Night Between 8:00 and 10:00 g& Kine pro 
Thomas J. Faussett and Thomas R. Reid—Auctioneers jaccaré 














The sale was advertised with a liberal schedule of newspaper 
advertising. Little or no merchandise was featured. Emphasis 
was placed upon the prestige of the firms participating. 








TEN SINS 
IN SELLING 
DIAMONDS 


By 
JOHN J. FARACO 


1. Calling a diamond “perfect” because it is ap- 
parently free from impurities. 


2. Selling an inferior diamond without explaining 
its deficiency to the customer. 


3. Using trade names and technical phrases in 
selling diamonds which are ambiguous to the 
customer. 


4. Appraising diamonds purchased from another 
jeweler, and terming a diamond “worthless” be- 
cause it contains some slight imperfection. 


5. Misrepresenting the cut, color or grade of 
diamonds. 


6. Using the words “perfect,” ‘eye-clean,” 
“slightly imperfect,’ “commercial perfect,” 
etc., without giving an explanation of the term 
used. 


7. Advertising genuine diamond rings at $5.95 or 
similarly ridiculous prices. 


8. Offering diamonds on credit with a ridiculously 
small down payment. 


9. Advertising diamonds at “cut” prices. 


10. Misleading the public by advertising lower 
prices for diamonds that would tend to destroy 
consumer confidence. 


These ten sins and others are digging the grave for the 
diamond business. 

Advertising diamonds at “half-price” tends to mislead 
the public in the foolish belief that diamonds can literally 
be picked up as you walk around the diamond fields and 
that the supply is unlimited. In spite of this, the writer 
has failed to have the good luck of picking up a single 
diamond, although he has traversed some of the important 
diamond fields. Let us destroy these silly ideas on the part 
of the public. 


\ 





HARRY 
JOHN SOA 


The present generation is more advanced in general 
knowledge in comparison to past generations, but still 
there are many of these unfounded beliefs in existence. 
This is true in diamonds as in everything else, and educa- 
tion is the only means by which it can be destroyed. Edu- 
cational advertising will not involve any more expense 
than what is spent today on other kinds of advertising. 

If the jeweler who sells diamonds will learn to use more 
simple terms and eliminate fantastic statements and ad- 
vertising, he will restore to, and retain for, the diamond the 
same prestige which the stone has borne for so many cen- 
turies. If he builds up a trade on a good quality gem and 
discards the inferior quality, the public will retain its confi- 
dence in the diamond as a sound investment, and thus a 
better business and a more satisfac- 
tory one for the jeweler. 

In the advertising of diamonds, let 
us stress the correct proportion of a 
well-cut diamond. Let us give the 
correct meaning of the term “per- 
fect’ as defined by the accepted trade 
practice rules of the Federal Trade 
Commission. Let us assure the peo- 
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ple of both the rarity and inaccessibility of the gem. 

The general public will be surprised to know that it takes 
ten carloads of clay of 16 cubic feet each to find a single 
carat and that only a very small percentage of the diamonds 
mined are selected for jewelry use. Even of the gem 
stones which ultimately are used in jewelry, a large amount 
of material is lost in the process of cutting. 

When a jeweler tells a customer that a diamond is 
“perfect” or ‘commercially perfect’ it is better to be 
prepared to qualify his statements, otherwise he may be 
misunderstood and when the customer learns that the 
stone is different from what he expected the sale may be 
lost. The prospective buyer enjoys talking with a per- 
son who has a good knowledge of the articles he sells and 
many sales are made as the result of 
this knowledge. 

Let us educate ourselves. Particu- 
larly let us stop the practice of ex- 
amining diamonds sold by other 
jewelers and trying to locate some 
minor flaw or impurity and creating 
an impression that the diamond is 
worthless. We should stop to think 
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First of all, the retail jeweler must learn more 
about diamonds, and then he must pass his knowl- 
edge on to the public. It is impossible for all 
persons to become gem experts even by taking a 
gem course, but it is not hard to learn the funda- 
mental facts about diamonds which will enable any 
jeweler to talk intelligently to the prospective 
buyer and enable the buyer to comprehend the 


difference between gems. 





that there are many diamonds containing slight imperfec- 
tions which have more value and beauty than many which 
are considered perfect. 

Let us use educational advertising based on the real 
merits of the diamond. 

Let us get out of the rut and get a new grip on our 


business. Make life interesting and business a pleasure by 
injecting new ideas in pursuit of our calling. 

If we do these things, we can go out during the slack 
days of the spring and summer without seeing our neigh- 
bors, friends and tradesmen wearing on their fingers dia- 
monds which were bought in some remote locality through 
the drug store or department store or some “bootlegging” 
channel. 

Remember that the beauty in a diamond depends upon 
three factors, good color, proper cutting and absence of 
visible defects in crystallization. All three of these prop- 
erties must be considered. 

The inquiries received from so many jewelers inspires 
me to continue my crusade and give them the benefit of 
my experience. I am proud of my business and am willing 
to share with my fellow jewelers the many things I have 
learned in building a diamond business. 











THE APPRECIATION 











Read this discussion of the great possibilities for 

development in the American market for the 

“Queen of Gems.” Note the factors on which con- 

tinuous business can be built and the unique and 

favorable position which the expert holds in dealing 
with his customers. 
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es, it is true that 
a pearl cannot be technically called a precious stone,” 
said the old pearl man. “It is not a stone at all for it 
is a calcareous secretion of an animal—a mollusk. But it is 
a gem, a royal gem, associated with culture, refinement 
and beauty almost since the beginning of civilization, 
In literature it has been recognized since biblical times 
and since then continuously by writers of all kinds as 
the gem of highest comparison. 

“In Europe the market for pearls goes back several 
centuries, the sales going to royalty, the high nobility 
and the mediatized families of the Continent, and among 
the people of extreme wealth and culture. But in the 


The necklace at the left may 

have started with a few small 

pearls and may yet become the 

nucleus of a collection worth 
a king’s ransom. 
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OF PEARLS 


United States, the pearl market, as one of importance 
goes back hardly more than 50 years. 

“Large as the American market is in the disposal of 
fine pearls today, particularly of the more expensive neck- 
laces, it is not a general market. In fact, the poten- 
tial market for pearls here has hardly been more than 
scratched. Today pearls are sold by the large jewelers 
along the cities of the Atlantic Coast and a few of the 
interior cities of the Middle West, and one or two along 
the Pacific seaboard. But the retail jewelers as a class 
have not taken up the sale of pearls to any material extent. 
To the few who have, the profit has been great, but 
their business has been built up by care, study and in- 
dustry as well as personality. ‘The other jewelers know 
little of pearls nor do they seek to cultivate the trade of 
the pearl customer. 


m., 
here are reasons 


why many jewelers have not gone into the pearl business. 
One of them is that few dealers have the capital to carry 
any large assortment of pearls which they think is neces- 
sary to develop the trade. They do not know that a large 
capital investment is not absolutely necessary. If a jeweler 
has, let us say, a $500 or a $1,000 necklace, he can in- 
crease his collection to fill the demand for more important 
strings, using his stock necklace as a basis. ‘This is some- 
thing he can’t do with mounted stones. Another objec- 
tion he raises is that sales are few and far between. Also, 
the local dealer has always a strong fight to resist the 
tendency of the pearl buyer to go to the larger cities— 
to the metropolis or even to Paris, when he wishes to 
spend much. But these difficulties can be overcome in 
great part if the jeweler will carefully study the mer- 
chandising of pearls as a special vocation. 

“The fact remains that the potential market for pearls 
in this country has been growing for half a century, and 
to my mind is bound to grow much more and at even a 
greater rate in the future than in the past. I do not 
think that the pearl trade has begun to realize the possi- 
bilities of business outside those people located along the 
Atlantic seaboard. There are potential buyers of pearls 
in every city, town and hamlet where wealth and culture 
are growing. For wealth and culture which develop 
appreciation of the beautiful and the desire to have the 
real, the rich and the rare, is the background on which 
the pearl trade is built. 


“But the potential buyers need to be educated to the 
pearl. Fortunately, they are getting this education them- 
selves even if the jeweler is not giv- 
ing it to them. This comes from 
their travels whereby they meet the 
wealthy and cultured of the great 
centers. As they see the apprecia- 
tion of pearls by others, the desire 
for these gems is started. Here lies 
the local jeweler’s opportunity (pro- 
vided he knows pearls) to act as 
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The great Sévigne of the 
French crown jewels 
containing the Regent 
pearl of 337 grains. 
(From the “Book of the 


Pearl.’’) 


For the 


adviser and, if necessary, buyer for such people. 
new pearl buyers need help, and they know it.” 


ADVANTAGES OF THE PEARL BUSINESS 


On of the great 


advantages that the jeweler has in a pearl customer over 
a customer for any other article lies in the fact that the 


(Turn to page 93) 
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Jewelry by Katz & Ogush—Dress by Leonard & Zimmerman 


White still leads the evening fashion 
picture. The accents are accomplished 
by a large colorful chiffon kerchief and 
emeralds or rubies set in diamonds. 
The broad and impressive bands are 
worn by the young débutante or the 
smart matron. Covering the shoulder 
line either with a jacket or moyen age 
sleeve allows for many bracelets on the 
forearm this season. 
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great is the promotion of the George Wash- 

ington Bi-Centennial theme and so far reach- 

ing the interest behind the high cut neckline 
in the tailored daytime mode that the jeweler is 
fast turning to displays of novel pieces of jewelry 
for promotion concentrating on sumptuous presen- 
tations for formal afternoon and evening wear. 

Laces and satins, also interesting weaves in heavy 
crinkly and sheer crepes, are again the evening 
background for diamonds, pearls and emeralds. 
Imitation Spanish and Irish laces are in all price 
dress lines, as well as in the exclusive clothing for 
the next six months. Laces are so decorative be- 
cause of the patternings that massive and impressive 
jewelry tends to take away from the character and 
spirit of the clothing. 

Waist lines are gradually mounting higher and 
higher, and the Empress Louise puffed short sleeves 
and high square neck line, with soft scarf throw, 
accentuate the slim skirts with low flare. This 
mode tells the jeweler that the round centre studded 
necklace is the next mode. Whenever the skirt 
extends well up under the bust line sleeves become 
puffed and short, the waist line more fitted, and 
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FASHIONS FAVOR PEARL 


DIAMONDS — 


little jackets known as the bolero come into the 
picture. There is a new tendency to encircle the 
back neck line rather than continue the halter necks 
and backs that have been so important this winter 

The influence in both daytime and evening cloth- 
ing is the squaring and widening of the shoulder 
lines. This theme in clothing again registers the 
popularity of the choker effects in necklaces for 
evening. 

The daytime silhouette is a trifle different 
While the jackets are high cut with side openings 
and interesting fastenings, the sweater blouse worn 


. also a Russian and Austrian 


EMERALD 


underneath usually has a round neck line or a 
sufficiently square one to allow for the slightly 
draped or severely tailored type of festoon necklace. 

While the red, white and blue themes are show- 
ing in trinket and popular priced jewelry, it will be 
but a short lived vogue and a new demand for floral 
and cluster heavy mountings will appear later. 
The Chinese interest at the moment will be re- 
flected again in jewelry as it is in hats. There is 
interest which are 
reflected in the newest clothing worn by stars in 
our smartest moving pictures. 
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Jewelry by Enos Richardson & Co.—Dress by Leonard & Zimmerman 
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The Irish lace afternoon frock is fea- 
tured for spectator and bridge wear in 
chartreuse, blue, pink and white. Un- 
usual ensembles may be accomplished 
by combining jade and rose quartz, 
carnelian and jade, or by accenting the 
costume with stones which reflect mas- 
sive and individual floral mountings. 





















ACROSS THE 





63 Years of Service 


HEN in 1869 the first issue of 

the American Horological 
Journal appeared, there were but few 
publications in this country devoted 
to the interests of a single industry 
and when in the next year THE 
JewELERS’ CIRCULAR made its ap- 
pearance, the jewelry industry of the 
United States was in a position to re- 
ceive continuously, valuable facts and 
information needed for the proper 
conduct of all the business of its mer- 
chants. The merger of these two 
journals in November, 1873, was an 
event of importance for the combined 
paper known as THE JEWELERS CiR- 
CULAR AND HoroxocicaL REVIEW 
became the great representative 
mouthpiece and spokesman for every 
division of the jewelry trade, a posi- 
tion which it has held continuously 
since that time. 

The early success of THE JEWEL- 
ERS’ CIRCULAR brought two other 
important papers in the field (namely, 
the Jewelers Weekly founded in 1885 
and the Jewelers Review founded in 
1887), which served the industry in 
the way of bringing to it a record of 
important news events which kept our 
merchants informed of all that was 
happening in the various fields. When 
these two papers were purchased by 
THe Jewevers Circutar (The 
Jewelers Weekly in 1900 and the 
Jewelers Review in 1902), this jour- 
nal became not only the one great 
source of information on the tech- 
nical and merchandising side of the 
business but on the news side as well, 
and the success of THE JEWELERS 
CirRCULAR from that time on was one 
of the remarkable achievements in the 
field of trade journalism. 

It is on this historical background 
that the present JEWELERS’ CiRCU- 
LAR continues to serve the industry 
as it has during the past 63 years, and 
on this foundation we have been en- 
deavoring to build a structure that 
will prove of even greater value and 
advantage to our readers than did our 
service in the past. 


This Spring Buying Number which 
celebrates the 63rd anniversary of the 
founding of the first root of the pres- 
ent JEWELERS’ CIRCULAR, though 
not as large as some of the similar 
numbers of the past, we trust will 
prove as valuable both from the stand- 
point of technical education and of 
merchandising help as have its pred- 
ecessors. We again take this op- 
portunity to thank our great family 
of readers for the loyal support which 
they have given us through the past 
years that has made the publication 
of such a number possible. It will be 











YOUR JOB—AND MY JOB 


—I have a very great respect for my JOB 
these days. 

—lIn fact, | take my hat off to my JOB every 
morning when | enter my office. 

—The simplest way back to prosperity_is for 
each one of us to endeavor to do his JOB 
a bit better than it has ever been done 
before. 

—Let the big fellows look after their big 
JOBS—tet the little fellows look after their 
little JOBS—and let us business men for- 
get Germany and China, and Reparations 
and Prohibition for a while, and cancentrate 
on our own JOB of getting our business on 
a good, wholesome basis for the next for- 
ward movement in industry. 


Sie 6 Tike 


President 








the endeavor of the editors and pub- 
lishers to continue to deserve such 
support in the future by continuing to 
give our readers a journal which will 
meet all the requirements of their 
business. 
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Good Work of the F. T. C. 


HE number of cases in which 

the Federal Trade Commission 
has recently issued orders to “cease 
and desist” against people improperly 
claiming to be manufacturers, im- 
porters or wholesalers of jewelry 
when they are in fact retailers, should 
encourage jewelers who suffer from 
unfair competition of such people to 
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lodge complaints. This applies not 
only to the man who holds himself 
out as an importer, manufacturer and 
wholesaler and uses improper signs 
and billheads but to those who ad- 
vertise as such in the newspapers and 
magazines. 

The commission has been equally 
active also in issuing “cease and de- 
sist” orders against dealers improper- 
ly designating the quality of gems and 
jewelry which they sell. 

If the misrepresentation is clear 
and the facts are obtainable, all the 
sufferer has to do is to mail a com- 
plaint to the Federal Trade Commis- 
sion at Washington and this body 
will do the rest, provided evidence 
is cited and it can be establ?shed that 
the business done by the accused is in 
interstate commerce and not solely 
within the boundaries of a single 
State. 


¢¢ 6 


The Jeweler and the New 
-Taxes 


HE jewelry industry is fortunate 

in that in the main proposals for 
increased taxation that have so far 
been given serious consideration, spe- 
cial taxes on his particular business 
have not been specifically mentioned. 
This does not mean that the danger 
of a sales tax of luxuries is passed, 
but it does mean that national and 
State legislators are taking a broader 
and more intelligent view on the tax 
question than they have in former 
years. 

Our industry must realize that it 
will have to pay additional taxes some 
way. If these additional taxes are 
levied broadly in a way that they do 
not discriminate between the jeweler 
and other merchants, we must be con- 
tent no matter what they be, whether 
levied at the source on the manufac- 
turer, importer or producer, or upon 
the sales for consumption and use. 

So far our committees have had no 
occasion to appear openly in the tax 
fights to protect the special interests 
of the jewelry industry, and it is 
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hoped that they will not have to. But 
the trade may be assured that they 
are “on the job,” and should the oc- 
casion arise, will see to it that the 
the position of the jeweler is fully 
understood before definite legislation 
is enacted. 
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Stop “Chiseling”’ 


T is the duty of every producer 
and distributor, particularly in the 

jewelry trade, to lend every en- 
couragement to strengthening the 
market for our products. The clamor 
for lower prices should cease and a 
serious effort should be made by 
everyone to either stabilize prices or 
get them up again. The result of 
the keen competition of the last years 
and the amount of distressed goods 
that has come into the market has 
created a demand for lower and still 
lower prices that is hurting every- 
body. It is right and proper that 
old and _ out-of-date merchandise 
should be sacrificed—cleared out, 
even if a loss must be taken. But to 
pull down the price of mew merchan- 
dise for the sake of an advertising 
argument is harmful to everybody in 
the industry. 

We have developed among our 
buyers a number of “chisellers” of 
prices who are not only harming 
themselves and their competitors, but 
are putting our manufacturers, 
wholesalers and importers in a con- 
dition where they can make no money, 
and this “chiselling’” has done no 
good either to the buyers who have 
used it to give reductions or to the 
public by whom it is neither under- 
stood nor appreciated. 

It is time for the “chiseller” to 
stop “chiselling.” It is time for the 
retailers and wholesalers to pluck up 
enough courage to resist this tendency 
whenever possible. The efforts of 
both buyer and seller should be to 
see that business is done in the 
jewelry industry on a basis of a fair 
and honest profit for all. 

The other road heads for disaster. 
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Melting the Obstruction on the Road to Progress 





The Brightening Prospect 


N the last month there has been 

a complete change of attitude of 
the business world toward the future. 
With the establishment of the Re- 
construction Finance Corporation; 
with the assured legislation amend- 
ing the Federal Reserve Act; with 
the national drive against hoarding as 
well as various movements to develop 
employment, clouds of depression are 
being gradually dissipated. 

Once more the American people 
have taken hold and are beginning 
to readjust their lives and their busi- 
ness on new foundations. We now 
see that our country can return to 
reasonable normal business without 
depending on the conditions of anv 
other country, and the confidence in 
our own sufficiency now being estab- 
lished is not only the foundation of 
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the upturn in business development 
here, but is expected to put other 
countries upon the upward path. 

The greatest immediate help to the 
jewelry trade is coming from the new 
position in which the banks of our 
country find themselves; for with the 
new banking legislation, the frozen 
condition of their assets which caused 
such a severe pressure both on the 
jewelers and on their best customers 
in the business world, no longer 
exists. The banks are again free to 
function in aiding and assisting a mer- 
chant over a period of stress. 

The jeweler now who cannot get 
the proper assistance from his bank 
that has been denied him in the past 
few months, must realize that there 
is something fundamentally wrong 
either with his business or with his 
banker. It is up to him to see that 
the defect is corrected. 
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MURRAY C. FRENCH 
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[ tell you again, 


Old Vet, there’s nothing I can do about it. Nothing!” 
Don Patty, the jeweler, showed plainly he was ready to 
close the argument. 

“Tt’s not my fault that my business is not doing any 
better. -It’s the fault of conditions.” 

The Old Veteran glanced cautiously around. “Tell 
me, Don, you’re solvent—paying your bills, aren’t you?” 

“Sure I am—yet.” 

“Well now Don, just supposing you went bankrupt. 
Today, let’s say. Suppose the sheriff took this store over 
and installed a real live jeweler in here with positive in- 
structions to put this business on an efficient, paying basis. 
Do you suppose he would look your business over and 
decide there wasn’t a single thing he could do to improve 
it?” 

“Heavens no! A sheriff and a creditors’ committee 
would no doubt make a lot of changes around here, just 
tear the old place up, I imagine, they always do.” 

“You're exactly right, they would! And all for the 
good of the business! Yet you say you can’t find one thing 
to do! It doesn’t sound reasonable.” 

“Therefore I, the Old Veteran, hereby appoint you, 
Don Patty, to be your own sheriff from this day on. Now, 
Sheriff, if you give me the job of deputy I’ll help you go 
over this business with a hard boiled microscope, just as 
a creditors’ committee would do.” 

Patty extended his hand. ‘‘Let’s go, Deputy! Spare not 
the owner’s feelings!” 

The Old Veteran adjusted his spectacles and turned 
around. ‘Sheriff,’ he said gravely, “one look tells me 
this store has got to be modernized before it will make 
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Modernize To Profitize 











What would the creditors do to improve your 
business if they were called in to-morrow? What 
attitude would the sheriff assume in causing changes 
that would bring about a betterment? Old Veteran 
in this article points out to Don Patty, possible 
points of improvement in store methods and mer- 
chandising. 











any profit. ‘Modernize to Profitize,’ that’s our work- 
word. 

“Starting right here at this ring case I see a dozen or 
so that will never profitize the store till the mountings 
are modernized. WHere’s one marked $30.00. Been here 
all of two years. If we spend maybe $7.00 extra on a 


modern mounting we can get $32.50 like a top. If we 


don’t it will stick here another two years even if we 


mark it down to $20.00. 

“You know how it is, Sheriff, one old style mounting 
in a tray spoils the whole tray. And I’ll warrant we'll 
find some watches that can be changed from stickers to 
sellers by the addition of a few diamonds. Our older 
wedding ring patterns can be modernized with a little 
work, too. 

“Then this bar pin. It has quality aplenty, but— 
quality never sold a bar pin if the style was passé. I see 
how we can modernize it with only a little expense. Real- 
ly, Sheriff, this will be just like getting in a shipment of 
new goods without having to pay for them. See?” 

“Frankly, Deputy, that’s just what this jeweler in- 
tended to do for a long time,” Patty admitted, “but some 
way he never got around to it.” 
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“Ah, ha!” the Old Veteran exclaimed, ‘then he was 
just another typical, average American jeweler! Plenty 
of knowledge but. too little perseverance. There would 
be no need for sheriffs in the jewelry business if every 
merchant would grit his teeth and stick to the job of doing 
the things he already knows should be done. 

“T once heard it put this way: 

“Between the great things. he cannot do and the 
little things he will not do, the danger is he will 
simply sit and do nothing. 

“But to get on with our modernizing. I wonder where 
this fellow keeps his stock records.” 

Patty winced. “I—I don’t believe he has any.” 


4d 
a we can modernize our 
stock, we must modernize our records. Sometimes I’ve 
thought a good memory is a dangesous possession. A man 
is liable to rely on it too much, whereas a jeweler with a 
poor memory will install a good set of records. ‘Then he 
knows—and knows he knows.” 

“But, Deputy, records are such a nuisance,’ 
frowned. 

“Sure they are, Sheriff! In fact retailing is just a big 
nuisance. Now you listen to me. There are no secrets 
in retailing. 

“Anyone may learn the fundamentals of retailing from 
business papers, from the radio, from the library, from 
public addresses, from contacts with people. All is open; 
nothing is hid. There are no secrets. 

“Why then do not more merchants succeed? Not be- 
cause they don’t know or cannot find out. Simply be- 
cause retailing is such a big nuisance. 

“To modernize our stock we must, I said must, go to 
the trouble of finding out just what prices our customers 


(Turn to page 82) 
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STERLING SALES 


ALEXANDER VINCENT 


“One of the most interesting developments of 
the present sterling market,” says Alexander Vin- 
cent, secretary of the Sterling Silversmiths Guild, 
“thas been the very appreciable increase in the num- 
ber of women who have begun to buy sterling ser- 
vices for their own tables. Many jewelers have 
recognized this unmistakable trend and have gone 
out aggressively to capitalize on the fact with most 


gratifying results.” 


In this article Mr. Vincent gives definite evidence 
derived through an authentic survey of consumer 
habits in buying sterling silver. 
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An analysis of current 
newspaper advertising in almost any city or town will 
reveal a constantly increasing stress on the factor of 
“value.” Not many months ago, the whole story was 
“price.” ‘This definite change in advertising copy appeal 
must not be construed as being accidental. It is the ad- 
vertiser’s recognition of the change which he has sensed 
in the attitude of his buyers. 

The history of one period of declining commodity prices 
is as like any other similar period as the old two peas in 
a pod. Broadly speaking, in their beginnings they center 
around distribution of distress merchandise and represent 
genuine bargains. As the period progresses, the competi- 
tion becomes more keen and soon comes a period wherein 
merchandise is manufactured to a price. This leads ine- 
vitably to a certain, if gradual, cutting down and skimp- 
ing of quality until markets become so top heavy in their 
supply of inferior or trashy merchandise, that the fact 
begins gradually to seep in on the consumer and he im- 
mediately becomes a more discriminating buyer. 

The definite trend in newspaper advertising copy of late 
to emphasize the notion of “value” is one of the inevitable 
first signs of recognition on the part of merchants of this 
changed buyers’ attitude. At this point of the buying 
cycle, beyond all others, the merchant who can offer real 
substantial money savings for merchandise which can be 
demonstrated beyond all question to be of first quality, 
enjoys an inestimable advantage over his competitors. 

Many jewelers today recognize that sterling silverware 
presents them precisely this opportunity. The general 
price levels of sterling are from 25 per cent to 35 per 
cent below those obtaining a year ago. At the same time, 
the standard of sterling quality is a standard protected by 
government statute, and so even the most skeptical cannot 
raise the question as to whether or not at these lower 
prices they are receiving genuine value. Many jewelers 
today are recognizing this picture and as a consequence 
are directing their major efforts toward the further cul- 
tivation of their sterling departments. 

In the many investigations that have been made of the 
buying habits of the consumer in relation to sterling, it 
has been revealed that a tremendous percentage of the 
total sterling purchases of the past have been for gift 
purposes. The actual estimates that have been made have 
run all the way from 75 per cent to 90 per cent. Regard- 
less of the actuai percentage figure, however, there is no 
question at all but that it has been a very preponderant 
proportion of total sales. 

One of the most interesting developments of the present 
sterling market has been to note the very appreciable in- 
crease in the number of women who have begun to buy 
sterling services for their own tables. Many jewelers 
have recognized this unmistakable trend and have gone 
out aggressively to capitalize on the fact with the most 
gratifying results. 

An excellent opportunity to check on the ideas above 
outlined was afforded in connection with the recent coop- 
erative Christmas advertising copy sponsored by the Ster- 
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by 
ALEXANDER VINCENT 


Secretary 
Sterling Silversmiths Guild of America 


ling Silversmiths Guild of America. The ad itself was a 
beautiful double-page spread featuring 72 active patterns 
of the members of the Guild and stressing in its copy the 
theme of “lower prices” and “value.” As a merchandis- 
ing project, it received a most generous backing of two 
leading fashion publications, each of these organizations 
supplying to the jewelers who requested them, beautiful 
window cards designed to tie in the jeweler’s store direct- 
ly with the copy itself. ‘That the ad was unusual was 
testified to by the fact that it was featured prominently 
by the Advertising Age, a leading technical advertiser 
magazine. This publication saw the Guild copy as “blaz- 
ing a new trail in cooperative advertising by featuring 
competitive merchandise.” 

While this testimony to the soundness and value of 
the advertisement from outside the industry is gratifying, 
it is more logical to look within the trade itself to seek 
to appraise its real practical worth to us as jewelers. Ac- 
cordingly a completely representative check-up was made 
among jewelers who had evidenced their intent to link 
up with the program, and the results of that investigation 
have confirmed the views of the sponsors of the campaign. 

A total of over 500 jewelers was canvassed either by 
personal visits of Guild representatives or by question- 
naire. Broadly speaking, the object of this investigation 
was to find out if the jewelers could report definite in- 
stances of customers making reference to the Guild ad- 


INCREASE 


vertisement. In 35 per cent of the stores the report was 
that there had been no reference made to the advertisement 
by customers, while in 65 per cent of the stores, jewelers 
reported from several such references to many. 

It was sought further to ascertain whether or not the 
jewelers could trace any direct sales to the Guild ad. 
Forty-six per cent reported themselves unable to trace 
direct sales, and 54 per cent reported that they could trace 


from several to many sales. 
Quite a number of 


other points were covered such as the amount of increased 
reference by customers to the low price of sterling; the 
number of new flatware sets started ; the number of people 
buying for their own use, etc. The following table is 
interesting as revealing the experiences on these points 
reported by something over 300 jewelers scattered 
throughout the different sections of the country. 
Question: From customers’ comments and their buying 
habits, have you noted, since Dec. 1, an increase in: 


(a) The number of comments on the low price of 


sterling ? 
per cent 
a re ee 20 
Answers showed appreciable ....... 30 
very marked ...... 50 


(b) The number of new flatware sets started? 


per cent 
MNS < cccneeeees 54 
Answers showed appreciable ....... 34 
very marked ...... 12 


(Turn to page 75) 
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MERCHANDISING 


Improve Easter and 


" 


\ Y, 





March heralds 

springtime. The 
BLOODSTONE is 
the birthstone of the 
month. Prepare a 
window display for 
today featuring this 
fact. Start the month 
determined to im- 
prove every opportu- 
nity it offers to in- 
crease sales. 








5 Advertise week- 
end specials for 
today at attractive 
prices. Include slow 
selling articles from 
the gift stock, odd 
pieces of silverware 
and other suitable 
merchandise. Use 
price tables with 
grouped specials. 


wn 


Cl 


Put style appeal 

into your win- 
dow displays and ad- 
vertising. Show some 
of the new spring 
dress fabrics with 
birthstone jewelry. 
The AQUA-MARINE 
is the alternate stone 


for March. Include 


it in the displays. 





My, 
— 





Give COSTUME 

JEWELRY a 
place in your window 
display today, with 
the new dress fabrics 
as a background. 
Keep public atten- 
tion directed toward 
the latest style trend. 
It is a big factor in 
selling. 


Be ready with an 

attractive -win- 
dow and store dis- 
play of the latest in 
STERLING § SIL- 
VERWARE. Feature 
price appeal and 
pride of possession 
in your advertising 
copy. More sterling 
silver is being sold. 
Get your share. 








7 Show new fine 
JEWELRY for 
spring costumes 
today. Make style 
and quality your sell- 
ing slogan. Feature 
diamond set pieces 
in the latest designs. 
A carefully prepared 
letter to a_ selected 
list will increase 
sales. — 


Are you making 

your store head- 
quarters for ELEC- 
TRIC CLOCKS? 
Arrange an_attrae- 
tive window display 
of the latest models 
and advertise them 
in your local news- 
papers. Show oldest 
clock obtainable with 
new electric timers. 








Do not forget the 

young folk in 
your merchandising 
campaign. Their 
good, will now means 
increased business 
later on. Prepare a 
window display espe- 
cially for them today 
and invite them to 


your store. 

















] Write to a se- 

lected list of 
men asking each one 
to fill out an enclosed 
card giving the birth 
dates of his wife and 
children. Card in- 
dex and follow up 
with a letter suggest- 
ing suitable gifts. 


1 Make today 
‘*WATCH 
DAY” at your store. 
Be ready with a care- 
fully arranged win- 
dow display of the 
latest creations. Ad- 
vertise this event and 
offer a few specials 
for men and women 
for one day only. 


1 Another week- 

end selling 
drive for today. 
Make a special effort 
to get the public into 
your store. Urge 
clerks to invite their 
‘friends. Feature 
SILVER PLATED 
WARE and prepare 
a special advertise- 
ment. 








] Start the third 

week of the 
month with a “win- 
dow sale” of selected 
GIFT and ART- 
WARES. Price them 
low enough to attract 
buyer attention. Re- 
duce the price hour 
by hour until the ar- 
ticles are sold. 








15 Show Men’s 
JEWELRY in 
a window display 
and in your news- 
paper advertising. 
Include pocket and 
wrist watches in this 
showing along with 
rings, scarf pins, 
watch chains and at- 
tachments, cuff links 
and cigarette cases. 





1 Prepare a mid- 

week showing 
of china and _ glass- 
ware for today. Use 
your windows as si- 
lent salesmen and 
send a letter to pros- 
pects offering special 
bargains during the 
remainder of the 
week. Advertise this 


event. 
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CALENDAR for March 


Springtime Selling Opportunities 
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green 


lelaghs, etc. 
emeralds 


St. Patrick’s 

1 Day —A_ spe- 
cial window display 
with an emerald 
background, 
miniature harps, shil- 
Feature 
and fine 
costume jewelry with 
green stones includ- 
ing the Aquamarine. 





1 & Now that the 

National 
Watch Cleaning and 
Jewelry Repair Week 
has brought this ser- 
vice before the pub- 
lic follow up this ad- 
vantage by stressing 
your department and 
its facilities. A letter 
to your mailing list 
will help. 


Spring is al- 
1 here. 


most 
Monday is the first 
day. Advertise a 
spring opening for 
Monday. Offer at- 
tractive values and 
the latest creations 
in your newspaper 
copy. A _ week-end 
sale for today. 








ing of the 


offerings. 


new stock. 


2 The first day 

of spring. Pre- 
pare a special show- 
latest 
JEWELRY, WATCH 
and SILVERWARE 
Brighten 
the store with fresh 
flowers in the win- 
dows and on show 
cases. Advertise your 


y. Get after 
Easter busi- 
ness. Advertise new 
JEWELRY for the 
new Easter gowns. 
Springtime is jewel 
time. Display fine 
jewelry and gem 
studded WRIST 
WATCHES. Get the 
spirit of springtime 
into your store. 


23 Advertise 
STERLING 
and PLATED SIL- 
VERWARE for the 
Easter bride.  Ar- 
range a window dis- 
play to tie in with 
your advertisements. 
Show use of mer- 


chandise in your 


window and store ex- 


hibits. Set a table. 


2 Only three 
selling days 
before Easter. Direct 
public attention to 
your stock of appro- 
priate Easter gifts. 
Easter is an ecclesias- 
tical festival. By 
urging the giving of 
articles with a religi- 
ous significance sales 
may be increased. 





tunity to 
sales. 


the bride. 


and gold. 


25 Easter tide is 
SILVER time. 
Improve this oppor- 
increase 
A display of 
silver hollowware for 
Use the 
Easter lily as a sym- 
bol with a_ special 
background of blue 


2 Continue the 

Easter win- 
dow display today. 
Rearrange the SIL- 
VERWARE and add 
an appropriate pla- 
card suggesting spe- 
cific gifts for the 
Easter bride. Offer 
some specials for 
today in your adver- 
tising copy. 





today. 


in the latest 


pens 





2 Plan a STA- 

TIONERY 
window display for 
Feature fine 
individual stationery 
sizes 
with attractive boxes. 
Include fountain 
and pencils, 
paper knives, and 


3 Devote special 

attention to 
sports WATCHES 
and WATCH AT- 
TACHMENTS today. 
A window display 
background  suggest- 
ing out of doors 
sports will be appro- 
priate. Show old and 





3 Plan your 

April _ selling 
campaign today. 
Show a window of 
leather hand bags 
and purses and mesh 
bags in the latest 
designs. Attract at- 
tention to this dis- 
play by advertising 





2 The revival of 

the social sea- 
son following Easter 
offers an opportunity 
to promote the sale 
of fine perfumes. Pre- 
pare a window dis- 
play for today and 
send out a special let- 
ter to a selected list. 














desk sets in the ar- new wrist watches featuring style ap- 
rangement. with attachments. peal. 
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A masterpiece in 
modern diamond- 
necklaces with 
clip pendant 



































HHH 





Designed especially 
for this article 
by 
}. Mehrlust 

















Beautiful Jewels of 1932 











The Style trend in fine jewelry in the present year, 
though not marked by radical departures is suffi- 
ciently pronounced to give the new jewels of 1932 
distinct characteristics of their own. While there 
has been a stabilization of the tendencies of the 
past few years, due to curtailment of production, 
the finer products (as will be seen from the illustra- 
tions in the accompanying article) will rank with 
the finest production of previous years both from 
the standpoints of art and workmanship. On the 
whole, the American production though of a more 
conservative character, will show even a greater 
advance artistically and manifest more graceful lines 
and better workmanship than those now appearing 
in Europe. The designs included herewith are typ- 
ical of the best work that the American trade is pro- 
ducing and were contributed for this article by 
some of the leading manufacturers in the industry 
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te abnormal conditions 


of the last two years have their reflection both in the style 
trend of fine jewelry and in the form and character of the 
pieces produced and the tendency has continued over to 
the present. In the first place, the amount of fine jewelry 
produced is far less than in previous years with the result 
that the ramifications of different motifs as seen in the 
past have been not at all apparent. Much of the jewelry 
has been for special order and that for general sales much 
less in proportion. This has tended to a stabilization 
in design, form and color and to a closer holding to the 
lines of the past two years without modifications. It has 
tended to limit the number and variety of pieces produced. 

The general style trend today both in dress and orna- 
mentation still gives the jeweler an opportunity to dispose 
of the more staple pieces of ornamentation, such as, rings, 
brooches, pins, bracelets and necklaces and the tendency 
to the more formal dresses for all evening wear and what 
we might call the exaggeration of the décolleté has given 
not only an opportunity for the use of jewelry but prac- 
tically created a necessity for jewelry as the finishing touch 
of the gowns as now worn. It might be said that fewer 
novelties than usual have been apparent and these novel- 
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Above—Diamond and plati- 
num bracelet with carved 
rubies 


At right, a diamond and 
cabochon ruby necklace set 
in platinum. The novel clips 
with the necklace are of vari- 
ous colors appropriate to the 
playing card designs used. 
The clips on either side of 
the pendant are of diamonds 
and rubies and will show the 
tendency in style of the year. 
All these with the bracelet 
above were designed for THE 
JEWELERS’ CIRCULAR by 
Oscar Heyman & Bro. 


* 


ties have run a bit toward the utilitarian in the way of 
combination pieces that can be used in more than one 
form. 


As one of the leading 


manufacturers of fine jewelry expressed it, “‘while the 
manufacturing business has been retarded by a lack of 
demand and the usual number of new creations were cur- 
tailed, this condition has begun to change now that the 
atmosphere is clearing and some really new and distinct 
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productions are appearing.” These things show decided 
novelty in form, in color and in design and appear prin- 
cipally in those articles like clasps and brooches and inci- 
dentally in rings. As far as bracelets are concerned, they 
have been stabilized, said he, and show little change. 
The element of conservation has had its influence on 
jewelry and has brought more popularity to those articles 
by forming combinations made to give to the wearer sev- 
eral different pieces at a single price. For instance, in 


(Turn to page 71) 
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The recent Olympic games and winter sports held 
at Lake Placid, N. Y., with its unusual interest is byt 
a slight indication of the importance that will be at. 
tached to the principal events to be held later in Los 


OLYMPIC GAMES INCREASE 














Angeles, Cal. 

The latest Paris cables reveal Bruyere using metal, 
mixed with colored composition beads. Metal fringes and 
rings form some new necklaces. Waist buckles have 
geometric designs and match flat or half-ball metal 
buttons. Chanel introduces chain shoulder straps and 


chain belts with chain tassels on dresses. 
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INTEREST IN SPORTS JEWELRY 


Sports motifs are paramount in resort 
and vacation types of daytime apparel. 

This season the Paris dressmakers 
have used so much metal as button orna- 
ments and accents that metal jewelry 
has a renewed revival. Persons who 
rarely interested themselves in necklaces 
and bracelets are now very partial tc 
metal and metal decoration. 

The dulled fabrics and horizontal 
weavings of sheer woolens, also the her- 
alded diagonals, bi-centennial prints and 
hand knitted blouses call for sharp con- 
trasts in the surface of decorations and 
of ensemble jewelry. Hence the sports 
jewelry of this season. The Olympic 
games, the Lake Placid winter sports 
advertising, and the newer promotions of 
sports on the coast and by the picture 
industries have brought sports clothing 
and sports feeling into the creation of 
all kinds of daytime apparel. 

Paris indorses the curb bit and harness 
jewelry and has even created belt 
buckles, clips, tie holders in series such 
as: the hunt, the hounds, the individual 
horse’s head and the dogs. 

Colored Gold is still the smartest 
metal for costume effects. 
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Today patterns in plated silverware reminiscent of 
the early American and colonial periods accentuate 
the Washington Bi-Centennial note now so pro- 
nounced. English tradition has dictated for cen- 
turies that the finer and more blue-blooded the 
family, the finer must be the plate. The vaults of 
the old banking houses in London hold priceless 
heirlooms of old English plate. The custom and 
tradition of England became the natural heritage 
of the United States, where fine plated-ware is a 
requisite of the American home. 











WATER PITCHER 





Made by 
MIDDLETOWN 
SILVER 
COMPANY 
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LEFT— 
HOLLOWARE 
Made by 
BENEDICT MFG. CO. 


v 


ae 


RIGHT— 
TALISMAN PATTERN 
Made by 
THE AMERICAN 
SILVER CO. 





SILVER-PLATE IN THE 


Laneoet business conditions 
during the past two years have been reflected in the silver- 
plated ware industry, as in all other lines of business, and 
this has been manifest by the appearance of fewer new 
patterns. This is true of both flat and hollowware and 
the general tendency has been to greater stabilization both 
in design and quantity production. 

The decrease in the price of sterling silver has attracted 
increased consumer demand in that direction. In plated- 
ware the sales of flatware have held up well and there has 
also been a consumer demand for hollowware. The past 
year has noted the appearance in the market of consider- 
able quantities of light, flimsy and cheap platedware, but 
it is not believed that this fact has had a very decided 
effect on the sale of good quality products. 

The bicentennial celebration of the birth of George 
Washington, which began Feb. 22, has brought to the 
forefront a reflection of the Colonial and early American 
style trends and it is safe to say that plated silverware 
manufacturers will feature period designs. 

The new patterns which have appeared on the market 
are of pleasing design and workmanship and dealers who 
have been far sighted in closing out old stocks and mak- 
ing replacements at the new price level are in a position 
to profit by returning prosperity. The price of silver 
bullion has shown an advance of late and if this should 
continue and sterling silver prices increase as prosperity 
returns it is possible to also look for an increase in plated- 
ware prices. 

The alert retailer wiil grasp the opportunity now pre- 
sented to brighten up his stock, if he has not already done 
so, with new patterns of silver-platedware and in promot- 
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LADY HAMILTON PATTERN PARIS PATTERN 
Made by ONEIDA COMMUNITY, LTD. Made by WM ROGERS & SON 


MODERN MODE 


ing sales, bring to the attention of the public present low 


prices of new merchandise. RIGHT— 

The post-Easter season will mark the revival of social NAPOLEON 
activity and this will call into need new platedware for PATTERN 
the progressive hostess—platedware not only for her table, 
but for many other uses in the home as well. Made by 

Jewelers should also bear in mind that with the ap- HOLMES & 

EDWARDS 


proach of warmer weather the call for trophies for out of 
doors sports will ircrease. 
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LEFT— 
HER MAJESTY 
PATTERN 
Made by 
1847 ROGERS 
BROS. 
THREE-LIGHT CANDELABRUM 
Made by 
THE PAIRPOINT CORPORATION 
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5 Indianapolis neighborhood stores 
of all kinds are coming to the front fast on account of 
parking conditions. Downtown merchants recognize that, 
because they are opening branches in outlying communi- 
ties and neighborhoods. A period of general business de- 
pression is a good time to start in business, I think. Then 
you are all prepared for the revival which is sure to come,” 
says William (“Bill”) Gabbert, 2871 Clifton St., North 
Indianapolis, Ind. 

“T am a watchmaker and returned to Indianapolis be- 
cause it’s my home. Last summer I bought out a watch- 
maker who had not made a success of his store. He knew 
he was not temperamentally fitted to be a salesman, and 
he did not like to be one. The result was inevitable. I 
ran a small advertisement in the community weekly news- 
paper, and I capitalized on the slogan, ‘Your Neighbor- 
hood Jeweler,’ and also on the abbreviation ‘Bill’ of my 
name. My experience in Pennsylvania had demonstrated 
that my family name is hard for people to remember and 
so they got to calling me ‘Bill.’ My Indianapolis cards 
have ‘Bill’ inserted between Wm. and Gabbert. In a 
neighborhood store each customer must be greeted with 
a friendly word and with a smile. The store must live 
up to its name—and be neighborly. 


“The old display window was too low and too small. 
I had it raised thirteen inches and widened to twelve feet 
in front and ten at the back. It is many times over a 
better window than the old one. I replaced the ‘fancy 
work’ on the glass door simply by the street number and 
the word Diamonds. I cleaned and polished all the 
jewelry, recarded and retagged it, and rearranged the 
case and window displays. Through a friend I got some 
display novelties and placed them in the window and on 
the cases. 











Right here I’d like to put in a plea for neighborhood 
and small-town jewelers. ‘They do business on a small 
capital and don’t feel like investing heavily in display 
novelties, though they need them greatly. Manufactur- 
ers don’t think of sending their fine set-ups to us little 
fellows, instead sending them to the big jewelers. Oftener 
than not they haven’t room for them and don’t need 
them: So they are not used but put in storerooms or base- 
ments. So the novelties are not serving their purpose. 
They would if sent to the little jeweler. We need good- 
looking fillers. 

“Our form of shelving is changed every time the 
window display is changed—never longer than two weeks 
and generally every week. There is one woman who 
stops four times a day and looks in the window. You can 
take the same merchandise and arrange it differently, and 
the same people will stop and look at it even a second 
week. I find that window displays are invaluable. There 
is only one thing that I consider more valuable. It’s 
personality in the store—the way you meet your cus- 
tomers. 


“I didn’t sit in the store and wait for business to come, 
but went out after it. Beside advertising in the community 
newspaper, I had printed a neat blotter carrying store 
advertising, and after office hours, as long as daylight 
lasted, I made house-to-house calls, 
handed out the blotters and invited 
the family to come to the store for 
merchandise and repair work. In that 
way I picked up a lot of business. By 
distributing these blotters myself I 
knew that they fell into the hands they 
were designed for, and it also gave 
me an opportunity to get business with- 
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“| had printed neat blotters carrying store 
advertising,” said Mr. Gabbert, “and after office 
“hours, as long as daylight lasted, | made house-to- 
house calls, handed out the blotters personally and 
invited the family to come to the store for merchan- 
dise and repair work. In that way | picked up a 
lot of business. i 
“By distributing these myself | knew that they 
fell into the hands they were intended for. It also 
gave me an opportunity of getting business without 
soliciting it direct. It takes application and hard 
work; | know, but I’m giving both to this business 
to build it up.” 











out soliciting it direct. It takes application and hard work, 
I know, but I’m going to give them to this business and 
build it up so I can have a man for repairs, which will 
leave me time to sell goods—there’s where you make 
money. 

“The repair end ought to take care of overhead, and 
it offers a big field for the neighborhood jeweler. I find 
that customers are much better pleased to talk direct to 
the watchmaker who is to make the repairs. A go- 
between doesn’t make a hit in a neighborhood store, no 
matter how capable he may be. Nine times out of ten 
a customer will go to ‘the other’ store where the repair 
man takes the order direct. That’s human nature. 


4d 
Selling goods is what | like best. 
At present I am carrying good, popular priced merchan- 
dise, selling it at a reasonable mark-up, and giving good 
service. Building up a clientele ought to be interesting 
work. 

“After the depression is over, I will take on a higher 
priced line of everything. Merchandise has to be mod- 
erately priced in a neighborhood store if you want to 
get the business. It ought to be on account of the 
smaller incomes of the people, and because your own 
overhead is less than it would be downtown. 

“Checking weddings and birthdays in the surrounding 
community is good advertising for two reasons: First, it 
is general advertising, and, second, 
everybody is subject to flattery, and if 
you say ‘Hello’ to somebody and call 
him by name and make some personal 
remark, that somebody is your friend. 

“Giving the time of day over the 
telephone is a service that we offer. 
I believe every community jeweler 
would profit by offering it. But it is 
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WILLIAM GABBERT 


Indianapolis, Indiana 


one of the many things on which you have no way to check 
returns. However, I know it’s good business to give the 
time. I always answer pleasantly, even in the case of the 
little girl who telephones four times daily during the school 
term. Other services we offer free are regulating watches 
and cleaning and polishing rings. 

“Direct mail advertising is not of much value if the 
names are taken from a city directory, but the mailing 
list you have compiled yourself is valuable. 

“You can’t force business in a neighborhood store— 
like the big downtown merchants can force it through 
heavy advertising, etc. I don’t try to. I want my share 
of business and want people to spend it willingly. That 
is the kind of business I want. And if all the months 
were as good as June and July, last year, I would not 
care if the depression was never over. The repair busi- 
ness is always unusually good in June and July, for the 
heat breaks main-springs. Last August was slow, but 
even at that it was three times better than August, 1930, 
and the last two weeks of that month I did as much busi- 
ness as in my first two months. If you expect too much 
it causes you to worry. I am well satisfied with the 
results of the year, everything considered. 











IM TELLING YOU— 


FACT OUTRUNS FICTION 








BEWARE THE IDES. OF MARCH 


v7 
THE POWER OF THE BLOODSTONE (BIRTHSTONE FOR MARCH) To STOP 
THE FLOW OF BLOOD, LONG THOUGHT TO BE AN ANCIENT 
SUPERSTITION, HAS BEEN EXPLAINED IN MODERN TIMES BY THE 
FACT THAT THE IRON OXIDE IN THIS STONE IS AN ACTIVE AND 
EFFECTIVE ASTRINGENT EVEN NOW USED IN SURGERY, BLOOD- 
STONES WERE WORN BY ROMAN SOLDIERS For THE PURPOSE 
OF ARRESTING HEMORRHAGES. 





ONE FLY POWER THE PINPOINT OF PERFECTION 


AN ELECTRIC MOTOR OF 58 PARTS, NO BIGGER —— 20,900 PINS AND SOME” SOLDER ARE ALL 
THAN A FLY, -HAS BEEN CONSTRUCTED BY THAT WERE USED TO BUILD THE STRUCTURE 
EMMANUEL KAHM, WATCH MAKER AND ELECTRICIAN AND WORKS OF THIS CLOCK. DESIGNED BY A 
OF FRIEND, NEB. IT 1S HALF AS HIGH AS A DIME, RESIDENT OF CHICAGO, IT 1S SEVEN FEETHIGH 
WEIGHS % OF AN OUNCE AND ATTAINS A SPEED OF AND WEIGHS 404 POUNDS. IT 1S DRIVEN BY 
MORE THAN 400 REVOLUTIONS PER SECOND. ELECTRICITY, KEEPS GOOD TIME AND oo aw 
REQUIRES NO WINDING. 5 yacesteP BY, mHER TDR RIS! 





THE WINE CISTERN THAT BUILT A BRIDGE 
ww 


IN ORDER TO RAISE MONEY FOR BUILDING A 
BRIPGE ACROSS THE THAMES IN 1735 THE 

ENGLISH PARLIAMENT OFFERED A HUGE SILVET 
WINE CISTERN AS A LOTTERY PRIZE, THE 
BRIPGE WAS BUILT ANDTHE CISTERN FOUND 
ITS WAY TO THE WINTER PALACE, ST. 
PETERS BURG(LENINGRAD), RUSSIA, A REPLICA 





vw ; - 4 
SE Se ek fae ee @ OF THIS PIECE IS NOW AT THE METROPOLITAN 
ANCIENT KING OF ENGLAND, THAT HE EMPLOYED A’ ‘a MUSEUM OF ART. N.Y. x NoLbs 60 GALLONS 
q ba val bd = vv ~~ nd = ww 








STEWARD TO CALL IT OUT AS THE MINUTES FLED, 
bo YOU KNOW OF ANY UNUSUAL 


THE RECORD WAS KEPT BY MEANS OF SIX CANDLES, 
EACH IL INCHES IN LENGTH, WITH “THE DiviSton) 
OF THE INCHES MARKED ON THEM. LIGHTED ONE 
AFTER ANOTHER , THEY BURNED FOUR HOURS EACH, 
AT THE RATE OF ONE INCH EVERY 210 MINUTES, 


FACTS OF INTEREST ABouT JEWELS 
AND JEWELRY —? IF SO SEND 


THEM TO THE JEWELERS CIRCULAR 
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Above is shown a bracelet, pendants, rings, 
combination clip brooch of diamonds, set 
in platinum, in which the style note of 1932 
is dominant throughout. The brooch is 
formed of two clips. Designed for THE 
JEWELERS’ CIRCULAR by Byard F. Brogan 


. 


Beautiful Jewels of 1932 


(From page 61) 


the clip pins which combine with brooches, bracelets that, 
combine with necklaces and other pieces of this kind the 
designer has shown a freer hand this year than in the past 
and has produced effects that are as beautiful as they are 


novel whether the articles be worn separately or in com- Pjamond 


binations. platinum _brace- 
That the clip brooches have held their popularity over |ate in the mod- 


the past year or more is agreed to by all and is proved by 
the new and beautiful combinations that appear on nearly 
every stock. 


The head of 


another large and prominent manufacturing concern of 
New York summed up the forces that will direct design 
and keep up the market for fine jewelry in this way: 

“In addition to the confidence which may be expected 
to follow the constructive efforts to induce national pros- 
perity, two other factors may be said to favor the welfare 
of the jewelry industry this spring. 

“The first is the increasing conviction on the part of 
the woman of fashion that it is better to possess a few 
_ treasures rather than a chest of trinkets to wear with her 
various costumes. 

“It has been realized by society leaders that true gems 
are versatile and may be more successfully combined with 
a great range of colors and textures than spurious jewelry. 
The mode this spring is extremely partial to the finest 
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ern manner de- 
signed by Powers 
& Mayer, 
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jewelry, with especial emphasis on the emerald which re- 
flects ‘the green fire of spring’ along the hedges. 

“The second favorable factor is the growing importance 
of Easter as a major gift occasion. The star sapphire is 
the natural symbol of Easter and should be in demand. 
As a result of the fallow period from which the country 
is emerging, there is a pre-disposition on the part of the 
more substantial people to invest in good merchandise, if 
money is to be spent. 

“A third affirmative portent might be found in the pos- 
sibility that if prosperity does reveal itself this spring, 
many postponed weddings will be determined upon and 
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The clips and ring above as well as 

the bracelet at the right clearly 

depict the graceful lines of the 

fine platinum jewelry of this year. 

These and the large bracelet at the 

top were especially designed by 
Katz & Ogush, Inc. 


v 


June may be the royal month of marriage, which is good 
grist to the mill of the retailing jeweler and in turn, the 
manufacturer. 

“We direct attention to these tendencies because so 
astute a man as the elder Morgan believed that it is just 


A novel note is shown in the two clips and 
pendant, at the left, designed by Fred. A. 
Morgenroth 
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ESTABLISHED 1860 


EICHBERG & CO. 





Cutters and Importers of 


DIAMONDS 


511 FIFTH AVENUE 
NEW YORK 


CUTTING PLANT 
155-157 Summit Street 


NEWARK, N. J. 


AMSTERDAM OFFICES ANTWERP OFFICES 
47 Sarphatistraat 90 Rue du Pelican 
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The combination diamond and platinum 
clips at the side and the bracelet above de- 
signed especially for this article by C. A. 
Jakobb show all the beauties of the modern 
effects with large and small diamonds of vari- 
ous shapes. Note the way the brooch is com- 
posed of two clips of the form shown just be- 
neath it. 


as serious to under-estimate as to over-speculate on possi- 
bilities. We are taking the position that both manufac- 
turers and merchants should be as alert for fair weather 
as for bad. Jewelry stocks should be reasonably alive and 
attractive.” 


‘ 
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Sterling Sales Show Increase 
(From page 57) 


(c) The number of match-up or fill-in sales? 


per cent 
° Ns wk da ne ee 27 
Answers showed appreciable ....... 45 
very marked ...... 28 


(d) The number of people buying for their own use? 


per cent 
ee eee ee 43 
Answers showed appreciable ....... 36 
| very marked ...... 21 


(e) The number of people inquiring for older or rare- 
ly called-for patterns? 


per cent 
ee eae 68 
Answers showed appreciable ....... 23 
very marked ...... 9 


The percentages are of the 300 stores reporting. 

Thus it can be seen from the above that 80 per cent of 
the. jewelers included in the investigation reported an 
appreciable or very marked comment among their cus- 
tomers on the low price of sterling; 57 per cent reported 
appreciable or very marked increase in self-buying of 
sterling among their customers; 73 per cent reported ap- 
preciable or very marked increase in match-up or fill-in 
business, and so on. 

A very encouraging feature of the investigation was 
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the number of jewelers who volunteered the information 
that their sterling business has jumped into the position 
of first importance with them today. 

From the widely scattered comment of jewelers of many 
states given and their broadly representative experiences, 
the conclusion i§ inescapable that the jeweler who will 
devote a little more time and energy to the promotion of 
his sterling silver department at this time has most en- 
couraging prospects of having his efforts well repaid. 





South African Mines Closing Down 


Cables from Cape Town to this country, Feb. 18, 
said that it was officially announced that the De Beers 
diamond mines were closing down and that the Premier 
and ~Jagersfontein mines would probably follow suit. A 
dispatch from Johannesburg, Feb. 3, stated that Sir Ernest 
Oppenheimer, chairman of the De Beers, had issued an 
official warning to the Cabinet that unless remedies were 


adopted all diamond mines in South Africa would close 
in March. 


It was reported that the directors would try and keep 
at half pay as many employees as possible. 


P. R. Botha, Commercial Secretary of the South Afri- 
can Legation in the United States, has been authorized to 
announce officially that the government of the Union of 
South Africa has not granted, and will under no circum- 
stances whatever entrust, the working of any government 
diamond area to any individual concern. 





THE JEWELERS’ 


A highly specialized de- 
partment maintained for 
re-cutting and repairing of 
diamonds for the trade. 


CIRCULAR March, 1932 





DIAMOND CUTTING WORK‘ 
O& HUNTERS POINT AVE 
LONG ISLAND CITY 


























The Diamond Market Stabilized 





Official Statement of DeBeers Chairman Shows How Main Outlets in Diamond 
Production and Distribution Are Now Controlled More Effectively Than 
Ever Before, Insuring Stability of Rough Market 


The diamond trade 


throughout the world read with interest the report pub- 
lished in London and in the last issue of THE JEWELERS’ 
CIRCULAR which contained the statement made to the 
shareholders of the DeBeers Consolidated Mines telling 
how diamond production had been curtailed and of the 
steps taken to complete the control of production until 
business conditions changed. But the text of the statement 
of Sir Ernest Oppenheimer, chairman of the DeBeers, was 
even more important than the summary of the report would 
indicate, for it showed a control of the diamond situation 
today more complete and more thorough than it had ever 
been before. 

As is now known, the DeBeers are strongly interested 
in the Diamond Corporation which has succeeded the old 
Diamond Syndicate of London as the sole outlet for the 
sale of South African diamonds. In addition, it has 
obtained a control of the product not only of the so-called 
Conference Producers but of other diamond mines as well 
and has established an understanding with the South Afri- 
can government that tends to obviate every factor that 
would make for weakness either in the production of gems 
or on lines that can affect prices in any way. 


CENTRALIZATION OF CONTROL 


Sir Ernest explained how the financial, administrative, 
and technical control of the four Conference Producers 
and other diamond mining companies has been centralized 
in the hands of the De Beers Company. The De Beers 
having now acquired the control of the New Jagersfontein 
Mining and Exploration Co., Ltd., the Consolidated Dia- 
mond Mines of South-West Africa, Ltd., and the Cape 
Coast Exploration, Ltd., has also been appointed secre- 
taries and consulting engineers to all of the above com- 
panies, as well as to the Premier (Transvaal) Diamond 
Mining Co., Ltd., and the Koffyfontein Mines, Ltd., the 
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A day’s diamond wash at the DeBeers mine 

















SIR ERNEST OPPENHEIMER 











control of both of which has for some years been in the 
hands of De Beers. 

To effect every economy possible in the administrative 
and accounting charges, the head offices of the Premier 
(Transvaal), the Consolidated Diamond Mines of South- 
West Africa, and the Cape Coast Exploration, have been 
moved to Kimberley, and all secretarial and accounting 
work in connection with the running of these companies 
is now being performed by the De Beers staff. Similar 


(Turn to page 79) 
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For your, or your customers 
approval, we will be pleased to 
submit a selection of Star 
Sapphires in Ladies’ or Men’s 
Rings and in Cuff Links. A 
large stock of Unmounted 
Stones on hand for all your 
needs. 











We are prepared at any time to cooperate with you on your 
calls for Emerald-cut and Marquise Diamonds, Precious 
Stones and Pearls. 


Fancy-Shaped Diamonds - Sapphires - Catseyes - 
Rubies - Emeralds. 
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arrangements have been made in respect of the Head 
Office of the New Jagersfontein Co., which were brought 
about on January 1. Sir Ernest’s statement follows: 


HOW THE SOUTH AFRICAN GOVERNMENT IS COOPERATING 


d 

& the first place 
the Government, by their active cooperation, have made 
it possible for parity of prices to be maintained in Kim- 
berley, London, and Cape Town, and this will be easier 
now that a standard assortment and standard prices have 
been laid down by the Diamond Corporation for London 
and Kimberley, and to this assortment and price level the 
Government intends to adhere. 


“Secondly, the Government is increasing the effort to 
combat that curse to all legitimate producers of diamonds, 
Illicit Diamond buying, and we may, I think, be confident 
that this peril will grow less in the future. Thirdly, the 
Government, in so far they are producers, have accepted 
their responsibilities as such in that they have adopted a 
quota and have done everything possible to prevent dia- 
monds being forced upon the market. Fourthly, the 
Government are shaping their policy with regard to the 
proclamation of new farms in the interests of the diamond 
trade as a whole, the individual digger no less than the 
big producer. 

“It is particularly important that the alluvial produc- 
tion should not in the future assume the same immense 
and unreasonable proportions as in the past, for since the 





individual digger can never afford to keep his diamonds, 
the whole of whatever alluvial production there is is sold 
without regard to the state of the market. Thus, by 
allowing due weight to this factor when considering 
whether or not to proclaim a new farm, and by adopting a 
quota for themselves, the Government has ensured that 
the amount of the trade left for the Conference producers 
on whom, after all, large communities depend, should be 
as large as possible in the present depressed state of affairs. 


“The Government has taken large powers to protect 
the diamond industry, and we have seen that it is prepared 
to use them. The confidence we now have that the 
Government will continue this cooperation and assistance 
is of the greatest benefit to the trade. 


MEETING THE CRISIS 


dd 

[ will now summarize 
the steps that have been taken to meet the present crisis. 
Firstly, the production of diamonds in the Union has, to 
a large extent, ceased, or where this has not been possible, 
it has been drastically reduced. Secondly, the Confer- 
ence Producers have agreed to postpone deliveries of dia- 
monds to the Diamond Corporation, and in this way it 
will be possible for stocks in the hands of the Diamond 
Corporation and the trade to decrease. The diamond 
producers in Angola, Congo, and West Africa have agreed 
to supplement and support the efforts of the Union 
Producers by equivalent modifications of their selling 
Thirdly, the Diamond Corporation has 


agreements. 
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STAR SAPPHIRES 


Gems of Fascination 





PARAMOUNT 


to all 


PRECIOUS STONES 


Star Sapphire rings also cuff links and dress sets. | 


LOUIS N. MARX, 551 Fifth Ave., New York 























CHINESE 


JADE 


Attractive Handmade 
Jewelry in 14Kt. Gold 


Priced Unusually Low 


FROM 
CHOKERS......... $3.75 
RINGS ........... 5.75 
BROOCHES........ 6.50 
EARRINGS 6.50 


PENDANTS (with Tops)... - 
BRACELETS (3 Stones—2 Drops) 9.75 


THE HOUSE OF JADES 
MORTIMER B. KLING 
65 NASSAU ST. — NEW YORK 
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adopted a standard assortment and fixed standard prices 


in gold. ; 
“As these prices correspond to 1912 prices we can expect 


that the increased demand for diamonds when it comes 
will be accompanied by increases in the selling prices, and 
you will realize how important it is that such a raising of 
prices should take place when I tell you that at the present 
prices many important deposits cannot be worked at a 
profit. 

“Fourthly, with Government assistance parity of prices 
has been fixed between London, Kimberley, and Cape 
Town, so that there can in the future be no ground for 
complaint on the part of anyone that any one center is 
underselling the others. 

“Thus, every effort has been made to restore confidence 
in the diamond trade by putting production and selling 
on a really sound basis, and although real revival in the 
diamond trade can only come with a general trade re- 
vival, the steps that have been taken should result in a 
prompt response in our industry to any such improvement 
when it comes, for by these steps we may reasonably 
expect that confidence in the permanent value of the dia- 
mond will be restored and strengthened. 


NO DANGER IN NEW DISCOVERIES 


dd 
[ should like 


to say a word about the talk of the danger of the new 
discoveries of which we hear so much. It is not, perhaps, 
realised that all the discoveries that have been made in 
recent years do not make up for the old deposits that have 
been exhausted, and for the decrease in the supply that 
can be obtanied from the remaining mines owing to the 
drop in yield at greater depth. ‘That a large amount of 
diamonds should be known to exist in the world is not 
in itself a danger to the trade—rather, it gives us the 
assurance that the diamond trade will be long-lived and 
continuous. What must be avoided, however, is the ex- 
ploitation of these discoveries in such a way that produc- 
tion outstrips demand. It was with the object of prevent- 
ing any such irrational exploitation that your company 
has acquired the controlling interests in the other im- 
portant diamond mining companies in South Africa. 

“The cooperation between your company and the 
Government and the close relations that have been estab- 
lished with the producers outside the Union are all calcu- 
lated to insure that this object shall be attained, and in 
addition the efficient geological department that we have 
established for the purpose of watching new discoveries 
is a great security to the trade.” 





One of the leading jewelry stores, Sanders Rones & 
Co., Oklahoma City, Okla., held a four weeks’ auction 
sale starting Jan. 11 in their store for the purpose of 
reducing their inventory. They are not going out of busi- 
ness but will resume normal selling after the auction has 
been completed. A number of high-priced pieces both in 
diamonds as well as silver have been sold. The stock of 
the firm featured only the finest merchandise. Mr. Rones 
reported as satisfactory the results of the auction. The 
sale is being conducted by James L. Hand and his asso- 
ciate Chas. J. Wilbur, whose methods have attracted the 
city’s important people. Newspapers and radio were used 
in promoting the sale. 
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J. MEHRLUST 


6 W. 48th St. New York 
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DIAMOND JEWELRY 


OF THE HIGHEST CLASS 


DIAMONDS 
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GENUINE 


CULTURED PEARLS 


DIRECT FROM FISHERIES 


Largest assortment—the best obtainable qualities— 
at competitive prices. 


OF et ee me 


GENUINE ZIRCONS 
STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES—EMERALDS 


Ce Be 1 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 West 46th Street New York City 
Antwerp: 26 Rue des Fortifications 
BRANCH OFFICES: 


Kobe, Bangkok, Bombay, Colombo, Singapore, 
Shanghai 











Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 





























1931 - 1932 


BUYERS’ DIRECTORY 


A Classified Directory 
of the 
. Manufacturers, Importers 
and Wholesalers 


in the jewelry and kindred trades. 
A vast store of information. 


Complete and Authentic Buying Information 


in a book small enough to be carried in the pocket 
Price $1.00——To Jewelers’ Circular Subscribers—5S0c. 




















The Jewelers Publishing Corporation 
239 West 39th Street New York City 
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Be Your Own Sheriff 
(From page 55) 


want to pay, what types they prefer, then build our stock 
along those lines. 

“We'll take our slowest pattern of flatware and see 
if we can exchange it for a better seller. The factory 
will be glad to accommodate us if it can, for the poor 
seller here may be a good number in some other locality. 
We must build up the best selling pieces in every line even 
if we have to sacrifice some of our ‘arty’ goods carried for 
prestige purposes. 

“While working on our stock, Sheriff, we must re- 
member also the trend of retailing is toward taking on 
related lines. Drug stores, hardware stores, department 
stores are all reaching out into new fields—anything to 
bring in more ‘traffic’ and increase the volume per square 
foot. 

“For the same reason too we must consider adding 
china, perfume, electrical goods, kodaks, in fact anything 
in the gift line. Right now the demand is greater than 
the supply for novelties suitable for bridge prizes, priced 
from $1 to $5. 

“Then let’s do some stock-disturbing. Those loving 
cups have occupied that identical spot for four years that 
I know of. Old stock in a new setting becomes new stock 
to both customer and salesman. So we'll move things 
around just for the sake of change. 

“Next thing we'll go through our old repair jobs, send 
out a final notice on each and work those up into stock 
on which we get no response.” 

“Modernizing our stock is only a beginning, Sheriff,” 
the Old Veteran continued. ‘Let’s see about moderniz-’ 
ing our interior—and our windows, too. For the past 
year the public has been laughing in its sleeve at us mer- 
chants. 

“‘We have been preaching, ‘Buy now while everything 
is cheap.’ Yet, as far as our own housekeeping is con- 
cerned, that is just what we have not been practicing. 
You observe how this unfortunate jeweler has neglected 
things when $100 would have done wonders in moderniz- 
ing his walls, ceiling, lights, woodwork and floors. 

“Then my, oh my, Sheriff! Look at these accounts 
receivable! Right when this fellow needs money most he 
has become lazy about his collections.” 

“That’s not it, Deputy. This dealer eased up on his 
debtors purposely. Times are hard and he knew people 
would appreciate not being pushed right now.” 

“That’s bad, Sheriff! People have nothing but con- 
tempt for a slovenly collector. Every one of these debtors 
has some income. He pays it out to the creditors who 
keep after him; he lets the others slide. He stays on friend- 
ly terms with the ones he is paying; he avoids the others. 

“A dun in time save nine—out of ten. On our P. and 
L. accounts and skips we’ll offer the clerks 25 per cent 
on all collections. Watch them hustle!” 

“Whew! What a lot there is to do around here!” 

“You're right!” the Old Veteran nodded. ‘Now this 
repair shop—it looks like a catch-all trap. Whereas a 
modernized shop is a traffic producer, a good will builder 
and a steady source of profit in bad times as well as good. 
But not if the owner treats it like a step-child. 

“Then comes our general store policies; we’ve got to 
modernize them carefully and decisively. We'll try to 
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take an outside, unbiased viewpoint and ask ourselves a 
few pointed questions, such as these: 

“Are we operating the type of store that really fills a 
need in this community? Or would a different sort of 
store fill that niche better? 

“Do people consider us too frigidly exclusive or too 
cheap to be reliable? Or is our conduct at a reasonably 
business-like point between those two extremes? 

‘Have we been too slow to discard out of date habits 
or too eager to adopt new policies without proper delib- 
eration? 

“Do we treat our factories and wholesalers so they con- 
sider us a preferred account? 

“In fact, what have we been doing that might be classed 
as aggressive merchandising? Simple things I mean, like 
checking over our big list of customers who have bought 
flatware in past years then sending each a detailed price 
list of the pattern he owns. Many of them are just 
waiting for a little urge—and the sale is made.” 

“But Sheriff, even if we do all those things we'll still 
be on the wrong side of the ledger unless we modernize 
one other thing—our expenses. Whether we like it or 
not, 1929 expenses are out of date now. I consider this 
our hardest and most important job. 

“Now just one more factor remains to be modernized 
—our personnel. Maybe I’m a crank, but I insist that 
unless a jeweler makes a continuous effort to keep himself 
modern, he becomes out of date just as fast as his stock 
does. That applies to every salesman, every repair man 
and every merchant. It’s not his age that counts, it’s his 
willingness to take the trouble to keep up with the pro- 
cession—to modernize.” 

“Deputy,” said Patty solemnly, “it looks as though we 
will have to work nights and Sundays on this program of 
modernization. Yet this former owner, ha, ha, couldn’t 
find a single thing to do to boost business.” 

“Remember what I said a while ago, Sheriff?” The 
Old Veteran winked slyly at Patty. “Successful jewelry 
merchandising is just a big nuisance. 

“This former owner doubtless knew all these details 
we have discussed. He was not ignorant. Why then 
did he not succeed? Just because he was unwilling to 
bend his back to the arduous details of keeping his store, 
his stock and his policies modernized.” 

“As for me,” Patty declared, “I am going to be my own 
sheriff from now on!” 





Emil J. Scheer 


RocuHester, N. Y., Feb. 15.—Emil J. Scheer, jeweler 
of this city, and a leader in trade association activities, 
died Jan. 24 in the Genesee Hospital of a self-inflicted 
bullet wound. He was 59 years old. A nervous break- 
down was given as the cause of his act. 

Mr. Scheer was the founder of the Rochester Retail 
Jewelers’ Association and had been a past president of 
this body and of the New York State Retail Jewelers’ 
Association. For years Mr. Scheer was chairman of the 
silverware committee of the A. N. R. J. A. 

Russell J. Scheer, his son, will continue the manage- 
ment of the concern. 

Mr. Scheer is survived by his widow and son, and his 
mother, Mrs. Regina Scheer, three sisters and a grand- 
child. 
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GORHAM REPRESENTATIVES ARE ON THEIR WAY TO YOU BRINGING AN 
LONG DESIRED = 

a“ “ Ml * 
A Special Value Line of 
Gorham Hollow Ware 
ANUFACTURERS Priced from $3.75 to $40.00 00 years. When you 
have found that offer cheap, un- 
prices must be low- branded, lightweight 
ered, but quality main- sterling at any price, 
tained. The public your trusting custom- 
wants bargains, cer- ers have no way of 
tainly, but unless your judging the value or 
customer sees recog- 42623 Bowl illustrated $10.00 —Heavy- merit of what you are 
nizable quality at a weight—Diameter 8”—Height 2//,”—Six offering. Can you af- 
low price, in the Ster- other similar bowls in sizes up to $35.00. ford to do it? « Well 
ling you offer, it is no bargain. § De- arranged displays of Gorham SPECIAL 
signed, created and priced to meet this VALUE hollow ware, supported by con- 
very situation, Gorham's SPECIAL sistent local advertising will quickly 
VALUE LINE of hollow ware enables you convince you that known values, attrac- 
to offer quality Sterling, bearing a name tive in price, will loosen purse-strings. 
guaranteeing instant acceptance. § If you are interested in merchandise 
§ Each piece bears the Gorham mark, to help you'meet today's problems 
proof of unsurpassed quality known over sign and return the coupon below... 
New 5 piece tea set—English Re- 
production — Excellent Weight — 
Price $175.00. 20” Oval Tray to 
match $125.00. 
THE GORHAM COMPANY 
GENTLEMEN .. . Please send me illustrations and prices of the brand new 1932 
SPECIAL VALUE HOLLOW WARE. 
JEWELER ..... 
ADDRESS ..... 
e * 





























Sterling silver window display in the Glenn L. Box store at Monrovia, Cal. 





Why He Sells More Sterling Silver 


Ory sales in sterling silver in proportion to 
our other sales run higher than in the average jewelry 
store. The reason is: We push it; work it; talk it; think 
it. In this, the small-town jeweler has more opportunity 
than his big city brother. By small town I mean a com- 
munity of around 12,000 to 15,000 people ; for he is closer 
to the public and public events than can be the jeweler in 
a community of more than 75,000. We know who is get- 
ting married; who is buying gifts for whom; we know 
what many of the residents have in the way of silverware 
in their homes and what they should have to bring their 
silver service up to date, or completely filled. We have 
been pushing silver for the twelve years we have been es- 
tablished in Monrovia and our card file indicates how 
successful we have been. 

We have two types of silverware purchasers: (1) the 
newlyweds; (2) the “long-wedded.” We seek business 
from both. But to explain, we’ll take one class at a time. 

Our merchandising machinery is set in motion when we 
scan the newspaper columns and find an item regarding 
the engagement of some Monrovia couple—or learn of the 
fact through some other source. 

Within a day or two the young lady receives by mail 
some illustrated literature regarding sterling silver. “This 
“is not for the purpose of selling to her, but, if possible, to 
get some expression from her regarding her choice of pat- 
terns. If possible—and in most cases it is possible—we 
invite the girl to visit the store and inspect the many pat- 
terns we have to offer and get her to express her favorite. 

We know that she will receive gifts, and that many of 
her friends will come to the jewelry store—we hope to our 
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In this article Glenn L. Box, Monrovia, Cal., 
jeweler, tells how he has developed sterling silver 
sales in a town of 15,000 people. The methods 
which he has used can also be applied to other 
stores in similar towns. Read what he says. 











store—to seek them. If the visitor intimates he or she is 
looking for something appropriate as a wedding gift, we 
ask whose wedding. If the girl has visited us and expressed 
a preference in a silver pattern, we immediately steer the 
visitor to the silver section and point out the pattern that 
she is getting. 


We have a record of all previous gift 
purchases and are not averse to telling the visitor that one 
friend already has purchased teaspoons, another knives 
and forks, another this or that, and point out the items 
that have not already been purchased for the occasion. 
In most cases the visitor will select one of the remaining 
items and help to complete the young lady’s set. 

Sometimes the parents start the young couple out with 

a few pieces of some pattern, unbeknownst to the prospec- 

tive bride—that is, she will not know what the pattern 

is—so we follow the same plan with her friends who are 

seeking gifts. The parents may be surprised when they 
(Turn to page 91) 
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Wallace brings back “The 


SUNDAY AFTERNOON 

AT 2 O°CLOcK €. &. fT. 

“7 COLUMBIA NETWORK 

What a hit this double quartette made last 

Fall! A veritable flood of “fan”’ letters proved 

the popularity of the Eight Sons of Eli with 
the listeners-in all over the country. 


Now the Eight Sons of Eli—the finest 
voices in the Yale Glee Club—are back on 24 
stations over the Columbia Network to make 
new friends for the jeweler who handles Wal- 
lace Sterling Silver and Silver Plate. Each 
Sunday afternoon at 2:00 o’clock Eastern 
Standard Time these boys sing the popular 


AGAIN ON THE AIR! 
Eight Sons of Eli” 








new songs and the old favorites that grow in 
popularity every year. The Howard Twins, 
at the piano, put an added kick in each pro- 
gram in their own inimitable way. 

Make this a real broadcast for YOUR 
STORE by tying your window display and 
newspaper advertising up to it. Jewelers who 
did this last Fall found that business took on 
a new lease of life. 

Write for your copy of “Pulling Profits out 
of the Air”—a folio of practical, business- 
getting ideas that you can put to work at 


once. 


R. WALLACE & SONS MFG. CO. 


Silversmiths —Wallingford, Conn. 





MEMBERS 





OF THE STERLING 


SILVERSMITHS 





GUILD OF AMERICA 


























NEW BRACELETS BRING 
ADDED SALES APPEAL 


1. Man’s bracelet, made by the Gemex Co., featuring leather strap with 
metal expansion end link. 

2. Woman’s bracelet, by Smith & Crosby, offering an unusual auto- 
matic folding device and double safety locking catch which is not 
dependent on friction. 

3. Man’s white gold bracelet, made by the R. F. Simmons Co. 

This attachment is rhodium finished as a protective coating. 

























4, A watch attachment for women made by the Had- 
ley Co. It features a sliding, folding center with 
interchangeable end links. 

5. Man’s bracelet, made by the Providence 
Stock Co. It has an adjustment link in 
the buckle which is fitted to the wrist 

by the wearer. 


6. Woman’s bracelet, made by the 
Automatic Gold Chain Co., 
featuring domed links. This 
attachment has a quadru- 

ple hinge buckle. 






7. Telescopic expansion 
in the buckle is the fea- 
ture of this man’s bracelet 
made by the A & Z Chain Co. 
It is easy to put on or remove. 

8. Made as a companion for the bagu- 
ette watch, this extra-narrow oval-link 
bracelet by the Louis Stern Co., is strong 

and durable. 
9. Concealed expansion in each link, giving a com- 
plete expansion of over one inch, is the feature of 
this man’s bracelet made by the J. F. Sturdy’s Sons Co. 
. 10. Woman’s watch bracelet by the Kestenman Bros. 
é Mfg. Co., which features simple device permitting fitting 

with either bar or tube lugs. 
11. Man’s Bracelet by the Speidel Chain Co., having the new 
spring buckle with a simple link clasp, easy to fasten. It is made in 

chromium and 1/20 gold-filled. 
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‘Treasure’ 
Solid Silver 


Sterling 925/1000 Fine 
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Ten Years ovp! . . yet the William and Mary Style is as smartly correct in present-day 


fine homes as it was the day it was created. Such is the lasting good-taste of “Treasure” 


‘ s ; ; THE 
ensemble designs. Few patterns to-day hold so much favor with hostesses and brides-to-be. WILLIAM AND MARY 


STYLE 
ROGERS. LUNT & BOWLEN CO. ... GREENFIELD. MASS. 























COLLECTING WITH 





A SMILE 


By R. C. WALTER 


The wise business man knows 
that the old adage about honey attracting more flies than 
vinegar applies peculiarly to the collection of outstanding 
accounts. 

A business is made up of customers, and a customer 
once lost can never be replaced. If you do get another 
one, it simply means that you should have had the addi- 
tional customer in the first place. Therefore, it might 
be well to re-read the collection letters you are sending 
out. They may be efficient but they may also be costing 
you too much in business lost on account of their harsh- 
ness. 

It is no argument to say that you don’t want slow-pay 
customers on the books. The fact that they ARE on your 
books indicates that they were, at one time, good pay. 

The point, therefore, to consider, is how these slow-pay 
customers might have been educated so that they would 
become prompt-pay. By educating them, instead of dun- 
ning them, a different result might have been produced. 

The OLD ways are not always the BEST ways. 
Changing conditions require changed tactics to meet them. 
The new appeal should be human—it should be good 
humored without, however, making the matter under dis- 
cussion seem like a joke. 

Sometimes it becomes necessary to add interest to over- 
due accounts in order to preserve whatever net profit there 
may be in a sale. It doesn’t take much figuring to prove 
that net profit is soon absorbed when an account runs past 
due more than 30 days. You need the money tied up in 
these accounts and when you lend the face value of an 
invoice to your customer without interest for an indefinite 
period, you are literally in the banking business. Further- 
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How to collect overdue accounts without offend- 
ing the customer and at the same time get the 
money due, is a problem with which every jeweler 
struggles to arrive at some successful plan. In 
this article a sane, sensible method of approach 
is described, together with actual letters that can 

be used in putting the plan into effect. 











more, you are doing what no sane banker would think of 
doing—lending money without interest and no assurance 
that it is going to be paid on a definite date. 

Here’s a letter that puts over the idea of changing in- 
terest on past due accounts and does it without offence ta 
anyone. 


Dear Mr. Blank: 

Many of our customers pay their bills will within the required 
credit limits established by our credit office. 

It seems fair, therefore, that customers who allow their ac- 
counts to run over the specified period, should be willing to 
pay reasonable interest for the privilege. 

With this thought in mind, we have decided that after April 
first we will add a carrying charge of 3% to all accounts which 
are more than 30 days overdue. 

After all, is it fair to allow others to use our money, thus 
adding to our cost of doing business. Decidedly not. 

As you can readily understand this move is not dictated by 
any personal motive but is simply good, sound business. 

It is the only way in which we can be sure of conserving our 
net profits on past due accounts. 


Some merchants feel that by adding interest to past due 
(Turn to page 111) 
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The New Spirit 


IN TABLEWARE DESIGN 
Surest Source of SELLING POWER for the Jeweler 


. 










The Lovely LOTUS 


Lovely Lotus, a complete and confined pattern in heavy Sterling | 
silver, is an outstanding example of the SELLING-PowWER of this 
NEW Spirit in tableware design and craftsmanship. Fashioned 
to whet the desire of today’s smart “moderns”, lovely Lotus 
ware has demonstrated a serene power to arouse admiration— 


plus 100% profit and 100% protection for selected jewelers. 


THe Watson Company 7 Silversmiths 
22 Watson Park, Attleboro, Mass. 


New York City Los Angeles 
347 Fifth Ave. Chicago 643 So. Olive St. 
37 So. Wabash Ave. 


Wats et = 




















Why He Sells More Sterling Silver 
(From page 85) 


see their daughter’s gifts, that she has a full set of the 
pattern they selected and from which they purchased only 
the knives, forks and spoons. It is not unusual for us 
to sell a complete set for the wedding. 


Often the bride-to-be drops in, either at our invitation 
or upon some other errand, and, when we ask about her 
silver, mentions that her parents already have purchased 
a full set of plated silver, or have promised to do so. 
This doesn’t deter us in the least, but we suggest that, 
since many of her friends will be seeking wedding gifts, 
we will cooperate with her toward gifts of sterling if 
she will be so kind as to look over our patterns and 
select which she would prefer—if her friends should 
come to us for gifts. It is a sure-fire system, for every 
bride-to-be is interested in silver—sterling silver. 


If other friends have completely purchased the entire 
set and subsequent friends come to us for gifts, we either 
suggest duplicating some of the most frequently used 
items—such as another half dozen teaspoons—or steer 
them to hollow-ware. 

Now, the game does not end with the wedding. We 
have a record of the wedding anniversary. If the bride 
did not obtain a full set of silver for her wedding, her 
husband may hear from us a year hence when we suggest 
that as an anniversary present he purchase another one 
of the items needed toward completing the set. We know 
what she has, and what she doesn’t have. If he can 
afford it, we'll make another sale. The following year, 
and other years hence, Mr. Husband will be given the 
same opportunity, and eventually the bride will have a 
full set of her favorite pattern. Thereafter we start on 
the hollow-ware and work it in much the same manner. 


It is necessary for us to keep our ears open to the 
conversation of visitors, for from them we may learn 
that a non-customer has this or that pattern, but doesn’t 
have this or that in it. We make a note of the fact, and 
subsequently we may get in touch with the husband and 
suggest that as a Valentine, or a Christmas, birthday or 
anniversary gift, he present his wife with a set of the 
items she does not already have. Quite frequently visit- 
ors, in looking over our patterns, will drop some such 
remark as, ‘““My neighbor, Mrs. , has this pattern but 
she hasn’t any salad forks; I loan her mine when she has 
company for dinner.” We hope, through our alertness 
and merchandising ability, that Mrs. will have them 
soon. 


In our new store we have given more space to our 
sterling silver so that there will be more room for cus- 
tomers to gather around it. We have devised our own 
system of displaying all pieces of each set in what we 
believe is a most convenient manner. The plan calls for 
the use of plush-covered plaques, 12 by 18 inches, on 
which we attach one article of each variety in the set-— 
twelve or fifteen pieces. Each showcase will hold about 
five plaques, which are raised by a false bottom almost 
to the top glass. The space underneath is used for the 
stock. The vsitor may look along the line of cases and 
pick out the patterns that interest her, after which we 
will remove the plaques to the top of the case for a 
more detailed inspection of the merchandise. 
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S2Stiocs 


We are the only manufacturers of the Beautiful 
Baltimore Rose Repousse flatwear. 
Reduced prices still in force. 
shows an upward tendency. 

Prices on our Baltimore Rose have not advanced 
and still remain the lowest in the history of the in- 
dustry, and are subject to change without notice. 


The silver market 


TEA SPOON MEDIUM $10.00 Dos. 
MEDIUM FORKS 24.00“ 
MEDIUM KNIVES 21.00 “ 
OYSTER FORKS 11.00 “ 
SALAD FORKS IND. 15.00 “ 
BOUILLON SPOONS 14.00 “ 
CREAM SOUP SPOONS 15.00 “ 
BUTTER SPREADERS 12.00 “ 
ICE CREAM FORKS 15.00 “ 
ICE TEA SPOONS 18.00 “ 
SUGAR SPOON 1.25 Each 
BUTTER KNIFE 2.00 “ 
CREAM LADLE 2.25 “ 
GRAVY LADLE 3.25 “ 
OLIVE FORK 125 “ 
LEMON FORK 1 


Retail Prices—Subject to Discount 


We also make a complete line of tea sets and dinner 
sets repousse chased. Matching odd pieces in sterling 
silver our specialty. 


The Schofield Company 
Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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Typifying Charm and 
Magic in Tableware, Its 
Beauty and Simplicity of 
Design Creates Instant 
and Enthusiastic Cus- 


tomer Acceptance. 


UNRESTRICTED GUARANTEE 


ONE PRICE ONE QUALITY 
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THE 


AMERICAN SILVER Co. 


15 Maiden Lane 
NEW YORK 


BRISTOL, CONN. 


MAKERS OF FLATWARE SINCE 1857 


10 So. Wabash Ave. 
CHICAGO 



























former is a prospect for more business as long as he has 
money to buy. When a bracelet, a ring or a piece of 
silver is sold, that is the end of the sale, as far as the 
particular item is concerned. ‘The jeweler must then 
interest the customer in another item if he is to get addi- 
tional business. But with a collection of pearls, there 
is a differeft condition entirely. Once started, the col- 
lection is never ended, for the pearl buyer who has such 
a collection can always be interested in the subject of 
a new and larger pearl for the string. This means, in 
practically all cases, the sales of two pearls because the 
sale of a new and larger center pearl necessitates the 
sale of a second pearl to match the former center. This 
is a big factor in the pearl business, as these additions 
are no small part of the total sales; in fact, over half 
the pearls sold to the American trade may be put down 
in the categories of additions or replacements. 

“Another great advantage of the pearl business is that 
the pearl collection can be started with almost all classes 
of people for there is a range of price that will meet 
every pocketbook. The idea that a pearl necklace or the 
beginning of a pearl collection must necessitate the spend- 
ing of thousands of dollars is entirely erroneous. It can 
be started with a few small pearls on a chain. And here, 
if the jeweler creates the desire for the real pearl on the 
part of the prospect and develops in him an appreciation 


The Appreciation of Pearls 


(From page 49) 


of this gem, the sale of pearls or a small necklace worth 
$100 or so may sometimes turn out to be the beginning 
of a business running into four or five figures. 


“For no matter how small the start of a pearl collec- 
tion, it may create a potential and continuous customer. 
If started under the right conditions, the collection will 
be added to as the years go on in conformity to the 
income of the wearer, if the prospect’s interest in the 
gem is intelligently fostered by the jeweler. 

“As I said before, a string once started is never fin- 
ished. Many of the finest necklaces worn today began 
in a small collection. 


Peart DEALER’s CLOSE RELATION TO His CusTOMERS 


dd 
Now the contact 


between the jeweler and his pearl customer is, in a way, 
closer and better for the dealer than is generally appre- 
ciated. To suggest to a woman who has bought a bracelet 
that she buy another, is apt to appear clear sales promo- 
tion and is subject to the usual sales resistance. But if 
the jeweler knows his customer’s necklace, has shown an 
interest in it and can suggest an addition that will make 
it more beautiful and valuable he can do so without fear 
that the suggestion will be taken amiss. Often the cus- 





STERLING 


Washington’s 
Card Tray, 
7% Ins. Long 


vvv 





No. 217 E. 38th St. 





Quick Sales for Washington Silver 


The Washington Bi-Centennial Is Stimulating Sales for These Special Reproductions Made to Order 





Facsimile of Washington’s Sword, 8 Ins. Long. Letter Opener. 


CURRIER @& ROBY 


SILVERSMITHS 


SILVER 


Used in the 
Washington 
Household 
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New York 
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tomer will take it as an implied compliment and appre- 
ciate the interest even when not in a position to buy the 
new gem. Seldom, if ever, will the suggestion be looked 
upon as an impertinence. 

“The jeweler who can give a real service to his cus- 
tomer in the proper selection of pearls has many oppor- 
tunities to suggest additions. In the first place, pearls 
should be restrung often, at least twice a year. Here 
lies the golden opportunity for the dealer to show a pear] 
or two that would improve the piece without apparently 
exerting sales pressure. If he can once get the wearer 
to put in an additional pearl even temporarily, the sale 
is apt to result, if not at once, in the near future. 


“Often the knowledge the jeweler may gain of addi- 
tions made to other necklaces in the community, if diplo- 
matically conveyed to his own customer, may result in 
business. For the natural rivalry between wearers or 
pearls is another factor that makes this business inter- 
esting and profitable to the handlers thereof. 


“This continuous addition to the collection of pearls in 
any necklace is not one limited by time, even by a life- 
time. I have known cases where it has gone on in the 
family for two and three generations. How important 
this is to the jeweler any real merchant will recognize. 


“Another condition which helps the dealer in his asso- 
ciations with pearl customers lies in the fact that often 
the pearl collection is among the most cherished of the 
customer’s possessions and as such he is willing to talk 
about it or have it talked about. Thus, the dealer finds 
that in bringing up the subject at any time he is apt to 
encounter little or no resistance. 
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Stupy OF PEARLS NECESSARY 


44 

But no man should 
attempt to sell pearls unless he knows pearls—knows their 
characteristics, their history, the elements that contribute 
to their beauty and value and the factors that associate 
them with refinement, education and culture. The pear| 
dealer must understand that the pearl buyer (particularly 
those who have reached the stage where they are pur. 
chasing larger and more valuable gems), often have 
studied the subject very carefully: For people own pearls 
not as pieces of merchandise but because they are inter- 
ested in them; and because they are interested in them, 
they have learned as much as they can about them. Such 
people are not apt to deal with a man who knows no 
more than they do and not at all with the man who 
knows less than they do. 

“Such a buyer wants to deal with and through an 
expert, and as such the pearl merchant must qualify, at 
least to the extent of being able to give a real service. 

(To be continued) 





_ Sterling Silversmiths Guild Elects Officers 

Boston, Mass., Feb. 1.—The annual meeting of the 
Sterling Silversmiths Guild was held at the Copley-Plaza 
Hotel on Friday, Jan. 22. As usual the meeting was fol- 
lowed by the annual banquet of the association. 

The nominating committee presented the full slate of 
officers for reelection and the following were elected: 
President, Craig D. Munson; vice-president, E. C. Mayo; 
treasurer, H. A. Norton; secretary, Alexander Vincent. 
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SILVER | 


PURE SILVER ANODES IN ALL SIZES 


SILVER 


STERLING SHEET, PLATE, CIRCLES, WIRE 


SILVER 


SOLDER IN ALL FORMS AND GRADES 


THE 


- AMERICAN PLATINUM WORKS 


N. J.R.R. AVENUE, AT OLIVER STREET 
NEWARK, N. J. 





A.P. W. 
STERLING 


A uniformly annealed prod- 
uct — thoroughly fireless — 
that is really excellent in 
spinning qualities and is 
easily polished to a high 
finish. 
It deserves a trial in your 
production. 
You will also find how 
readily solder 
‘ joints and seams. 


flows in 


‘What better time to send a 


trial order for A.P.W. 
| samme 
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Sterling than right now? 
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This Combined Auction Sale 
(From page 45) 


mob. It was, therefore, decided to hold a private evening 
auction, the first being held on Jan. 29. To a select list 
of 10,000 an invitation to attend was sent. ‘This was 
received enthusiastically, so much in fact that the night 
sessions were continued each evening thereafter from 8 
until 10 o’clock. 

“We set out to get all the jewelry money in St. Louis 
for St. Louis jewelers,” said W. G. Drosten, chairman of 
the sale, “‘and with this auction we proved that coopera- 
tion can do more to help business than individual effort. 
It combined the leading stores in the city and everyone 
who participated seems to be pleased with the results.” 

“We know that our customers who are going to buy 
fine diamonds, wedding and engagement rings will not 
buy them at auction but will come into the store, with 
the same confidence they have always had,” said J. J. 
Samesruether, manager of the Mermod-Jaccard & King 
Jewelry Co. “Our prestige will in no way be effected 
or injured, because of this sale,” 

“In times such as these,” said L. J. Vogt, of the Hess 
& Culbertson Jewelry Co., “jewelers can indulge in sales 
of this kind without jeopardizing at all the reputation of 
their stores. Conditions which we are passing through 
make people realize that unusual means are needed to 
maintain business.”’ 

“When our customers come into the store,” said Sam 
E. Heffern of Heffern-Neuhoft Jewelry Co., ‘“‘and tell us 
that they have to effect certain economies in their lives, 
and are compelled to give up cars and maids, I don’t see 
that a jeweler should attach too severe an importance on 
prestige and reputation in times like these. We don’t 
feel that this sale will injure our standing in the com- 
munity.” 

“It is remarkable to see the number of customers that 
are attracted to a sale of this character,” said Oliver 
Selle of the Selle Jewelry Co. “It gives the jeweler an 
opportunity of disposing of excess stocks which could 
only be moved with unusual and expensive promotional 
methods. A combined effort where all share the expense 
is a splendid arrangement.” 

J. B. Bolland of the Bolland Jewelry Co., expressed a 
similar view. 

Interest in the business, because of the auction, was 
not diverted from the stores’ activity, but on the contrary, 
advertising for the individual stores participating was run 
on the same page as the auction advertisement appeared. 

The sale was booked by auctioneer Thos. J. Faussett 
who had as associates with him in conducting the sale, 
Thomas R. Reid and James T. Kelly. Satisfaction was 
expressed by the jewelers with the services of the auc- 
tioneers. 

It was reported that sales averaged very close to cost 
in the disposition of the merchandise. 

The committee responsible for the details of the sale 
is as follows: W. G. Drosten, General Chairman; L. J. 
Vogt, Hess & Culbertson Jewelry Co.; J. J. Sames- 
reuther, Mermod-Jaccard and King Jewelry Co.; J. B. 
Bolland, Bolland Jewelry Co.; Sam Heffern, Heffern- 
Neuhoff Jewelry Co. ; Oliver G. Selle, Selle Jewelry Co.; 
Fred G. Merkle, Drosten Jewelry Co., and J. J. 
Samesreuther, Chairman. 
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MANUFACTURERS 
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The JEWELRY industry must 


along constructive lines for 


plan 


“Better Future Business” 


There will be business in 


1932 


for well planned merchandising. 


I want to connect in sales capacity with 
a high-grade manufacturer. A firm 
wanting the services of a salesman of 
proven ability. Am well. known to the 
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The discriminating hostess recognizes 
smart simplicity and dignified ele- 
gance in 


HAWKES 


Silver Hostess stem- 
ware—its quality is | 
always assured. 
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SPECIAL Displays 
for Special 


Occasions Sell 


MORE Gifts 
in This Store 


An inviting staircase 
beckons visitors to the Colonial Gift Hall at the Daniel 
Low & Co. store, Essex and Washington Streets, Salem, 
Mass. A clock chimes the hour and as the customer turns 
he sees on the landing an old-fashioned Grandfather’s hall 
clock—so this is Colonel Hall still retaining the Georgian 
lines, as the architect originally planned them over one 
hundred years ago. 

The merchandise is attractively arranged on tables 
while on the balcony are fine old antiques. The second 
floor of the building was originally a large church audi- 
torium of some 4500 square feet with a ceiling 30 feet 
high. 

“The problem,” says D. S. Low, “was not how to fill 
Colonial Hall with properly displayed gift merchandise 
but how to get people upstairs to it. As with all gift de- 
partments it has been necessary to make special efforts to 
interest customers. ‘Traffic was what we needed. Here 
are some of the ways employed. 


“Each event and each season of the year is recognized 
by special displays. ‘The early spring gardeners will see 
a miniature lawn laid out with many garden ornaments 
from toads to bird baths of cement. Then during the 
June wedding season there are attractive table arrange- 
ments utilizing the proper gift articles. Summer bridge 
party displays are shown with tables completely set from 
start to refreshments. Whole tables of ships things that 
our shore residents and summer people like are also 
utilized. At that season, when our business is flourishing, 
with the many summer residents added to our regular 
trade, we also arrange several tables set correctly for the 
formal dinner, for breakfast and even down to children’s 
supper tables. This never fails to interest and ties up many 
kindred departments in one display. 

“Then comes fall with its special displays and so to 
Christmas. If one starts to list the events they would be 
numerous because of the great variety of departments on 
this spacious floor. 

“Space allows us to have a bridge shop with a gay awn- 
ing, a house full of cards, with tables cut into the shape 
of diamonds, clubs, etc. The Italian Room attracts lovers 
of pottery vases, dainty tea sets, etc. The Antique Room 
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. Cokie Gift Hall 
ENTIRE SECONO FLOOR ’ 


———— 











“There is something every week for us to talk 
about to induce more and more people to visit 
Colonial Hall,” says D. S. Low. “Once they have 
discovered its charms they will come again, and 
therefore, we must change our displays often. 
Nothing is so deadening to charm and interest as 
continuous displays of the same old things. The 
effect is the same on your sales force as on your 
customers.” 











shows real and reproduced pieces of furniture displayed in 
a natural setting of old fireplace and beam ceiling. 

‘There is something every week for us to talk about to 
induce more and more to visit Colonial Hall. Once they 
have discovered its charms they will come again, and be- 
cause they will come again, we must change our displays 
and change them often. Nothing is more deadening to 
charm and interest than continuous displays of the same 
old things. The effect is the same on your salesforce as 
on your customers. 


dd 
W. have a large and varied stock 


and can make display changes week by week. With our 
overhead spaciousness we can crowd more articles into 
our display, without bewildering the customers. The high 
ceiling absorbs the crowded feeling. 

“Giftware stocks must be watched carefully, new things 
coming every week take the place of those in stock. Out- 
of-date gifts are hard to sell. Markdown sales should be 
planned without sentiment for the merchandise, but with 
recognition of the fact that last season’s gifts have lost 
their appeal. 

“A gift section must be talked up, advertised and kept 
alive. We have managed to build up a business that draws 
people from miles around. 

“To aid us we had the interest in our historic hall and 
the need of a modern gift store in this section.” 
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NEWCASTLE PATTERN 


SILVERPLATE of QUALITY is always in demand, especially the Old English reproductions. Our Newcastle 
pattern features the Gadroon Border, which came into fashion in England at the end of the Seventeenth 
Century. This pattern has beauty, simplicity and quality at a moderate price. Write Now for Prices. 


es 


The Pairpoint Corporation, ew Bevtord, Mass. 


43-47 West 23rd St., 


150 Post St., 7 - San Francisco 








You Never Handled a 


GE Faster-Selling 
Dollar Item! 


Just put our small display stand 
of these Therm-O-Clocks on 
your counter and watch your 
customers buy ’em up. You 
never sold a quicker-profit piece 
of merchandise—or one that 
brings more repeat sales. Every- 
body wants one—for living 
room, boudoir and office. Makes 
the ideal prize or gift for bridge 
parties, etc. 








Size 3%” High by 244” Wide 


THERM-O-CLOCK 


is one of the fastest and most accurate devices on the market 
for registering temperatures. Its principle is new, revolution- 
ary and protected by patents. No coil—no glass—no liquid 
—just two simple metal parts that won’t break. Therm- O- 
Clocks come in handsome Plastic cases in a selection of six 
beautiful colors and finishes. 

You will be amazed at the quick sales you will make. Hun- 
dreds of thousands have been sold in the past few months. 
Most jobbers carry them. See yours today or order direct. 


THE THERM-O-CLOCK COMPANY 


309 S. Fountain Ave. Springfield, Ohio 


Just SHOW IT AND IT SELLS 











The most exceptional value ever offered in_ the 
Bohemian Ruby glass is this attractive liquor set consist- 
ing of the decanter and six glasses. The grape design is 
hand painted in ruby against the crystal background. 
Buy these in lots of three at $9.50 for the three sets. 
If purchased singly they are $3.75 per set. Imported, 
manufactured and stocked exclusively by 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Branch Showroom: Suite 607——225 Fifth Ave., New York, N. Y. 
Representatives 

J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, III. 

W. F. R. Turner, 437 So. Keumere Ave., Los Angeles, Cal. 


Send for our latest illustrated catalog 





March, 1939 


























A View of the Gift Section in the P. J. McNeel Jewelry Co.’s Store, San Antonio, Texas 





Building Gift Section Business 


Fite proper sort of gift 
section in a jewelry store can do two important things 
for the modern jewelry store, according to the experi- 
ence of the P. J. McNeel Jewelry Co., San Antonio, Tex. 
It can be a consistent profit producer, and it can be a sort 
of clinic where the store as a whole may develop a taste 
for finer jewelry as well as gifts. It can help to create 
in the minds of customers a greater appreciation for bet- 
ter merchandise as found throughout the store as well 
as in the gift section proper. 

This concern has operated its gift shop continuously 
for a little more than eight years. It has not failed to 
show a satisfactory profit any year since its establish- 
ment, according to Ben Schwartz, manager of the com- 
pany. 

“But profit alone is not all that a jeweler should 
consider in figuring the value of his gift section,” Mr. 
Schwartz points out. “Besides being a factor in helping 
to sell better merchandise throughout the store by help- 
ing to create a greater appreciation for finer things in 
general, it materially increases the traffic throughout the 
store, trafic composed of the very type of prospects we 
want most to interest in our general stock of merchandise. 

“When calculating the value of his gift section, every 
jewelry merchant ought to consider these factors as well 
as the actual profit he makes from gift-shop merchan- 
-dise.” 

This concern’s management methods as applied to the 
gift section are simple, yet they are as carefully formu- 
lated and carried through as carefully as the methods 
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governing the remainder of the store. Conducting the 
shop successfully is largely a matter of determining what 
is to be accomplished with the shop and then setting 
about methodically to accomplish that, through follow- 
ing a concise program. 

This company’s plan is to buy for the gift-shop mer- 
chandise that is different and as fine, or even a little 
finer, perhaps, on the average, than that found in the 
remainder of the store, and to keep this merchandise con- 
spicuously displayed at all times, where prospective cus- 
tomers may inspect it at leisure and often. 


Merchandising this department is 
quite different from the methods followed in the rest of 
the store,” explains Mrs. Zillah Ulbrich, manager of the 
gift shop. “On the main floor, customers want to be 
waited on at once. They want to be shown the mer- 
chandise in which they are interested, without having to 
stand around. In the gift shop the average customer has 
exactly the opposite attitude. She prefers to be left 
alone, to stroll about the department at will, examining 
the merchandise that appeals to her. She wants atten- 
tion only when she desires to ask questions about a specific 
article. 

“We make a lot of sales—large ones, too, sometimes 
—to women who come to the shop perhaps half a dozen 
times, each time looking at one or more objects in which 
they are especially interested. The desire for the article 
or articles grows with each visit, until finally they can 
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FINE WRITING PAPERS 
FOR THE JEWELER 


Z. & W. M. CRANE 


INCORPORATED 


DALTON, MASSACHUSETTS 
NEW YORK SALES ROOM, ONE PARK AVENUE 











“CELERY and OLIVES” 
by HOPE 














(Patent Pending) 





A new “crystal” tray for the well-appointed table 
with ample capacity for these two delicacies. 
Note:—Large center compartment suggests many other uses 
for this practical tray. 
NOW IN TWO PRICE FIELDS 


No. 1176/30-9 in. Celery and Olives. Elaborately engraved. 
(Special) $1.75 Each, Packaged 

No. 1176/29-9 in., as illustrated. Engraved center with cut and 

polished border. $2.50 Each, Packaged. Write for Samples. 





HOPE GLASS WORKS 


ESTABLISHED 1872 


EAST PROVIDENCE, R. I. 








SILVERSMITHS may obtain exclusive numbers and designs 
suitable for mounting. 

















resist the article no longer, and a sale results. But we 
would not be able to make such sales if we did not 
encourage customers to come to the shop and ‘just look 
around.’ ” 


The gift shop is located on the mezzanine floor, in the 
rear of the store. It is necessary for a customer of the 
shop to walk down the center of the main floor in order 
to reach the mezzanine. An attractive Neon sign dij- 
rectly above the stairs leading up to the gift shop attracts 
attention to the shop. 


Down each wall are open shelves, rather deep but not 
so deep that a customer cannot reach any article shown, 
even though it be against the wall. Rows of tables down 
the center of the gift shop floor provide additional 
display footage. 

There are two dining tables toward the rear of the 
shop, given over entirely to high-grade glassware and 
china, these two lines being carried in the gift shop 
rather than on the main floor of the store. 


“We find that it is important to change our displays 
frequently,” explains Mrs. Ulbrich, “in order to keep 
the shop new and inviting to regular customers. In view 
of the fact that a great many of our customers come to 
the shop a number of times to look at a gift under con- 
sideration before finally purchasing it, it is important 
that the shop be attractive to them each time they come. 
That can be done by switching displays often and re- 
arranging the merchandise on the tables and shelves. 


“We change the articles on the table usually about 
once a week, and shift certain items in the shelves. nearly 
as often. We completely clear out all shelves, thor- 
oughly dust them and rearrange every item about once 
a month.” 


The company uses three appeals to build gift business, 
in addition to the displays. The first is the inviting sign 
that hangs over the wide stairs to attract regular cus- 
tomers ¢o the shop from the main floor, plus the ease of 
reaching the department. The second is newspaper ad- 
vertising and an occasional direct-mail advertising piece. 
The third is telephone calls. 

The latter is a type of selling that holds exceptional 
possibilities for the average high-type gift shop, according 
to the experience of this firm. Although the company 
does not use the telephone to sell except on special occa- 
sions, when the phone is used, it produces highly satis- 
factory results. 

“We find the telephone especially valuable in selling 
high-grade china and glassware, as well as an occasional 
high-priced novelty,” explains Mrs. Ulbrich. “We find 
that women do not mind being called by a store if the 
person who calls has something really interesting to tell 
them. We see that we do have something to say that 
will interest the customers before we use the phone.” 


The shop watches for announcements of forthcoming 
weddings and other social events which suggest high- 
quality gifts to women. If the announcements suggest 
the logical possibility of selling fine gifts, Mrs. Ulbrich 
gets in touch with the proper persons by telephone and 
tells them about the shop’s assortment of articles which 
carry a special appeal to the young women who are the 
potential recipients of the gifts. This is done especially 
in featuring china and glassware. 
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WAR ON WATCH SMUGGLERS 


Watch Importers and American Companies 
Combine to Carry the Fight Into the Outlets 
as Well as the Source of Smuggled Goods 


ie fight against 


watch smuggling is now conducted with renewed vigor 
both by the legitimate watch industry and by the govern- 
ment. One important move in the fight has been the ap- 
pointment of Henri Schwob, former president of the 
American Watch Importers Association, to take charge of 
the fight against smugglers on behalf of the watch industry 
both for the watch importers and the American companies 
such as the Elgin, Hamilton, Waltham and Illinois. Mr. 
Schwob, who in addition to his interests in Adolph Schwob, 
Inc., is a member of the New York bar, will now devote 
his entire time to the work of suppressing clandestine watch 
importation, having taken a leave of absence from his 
business for a year for this purpose. His work will cover 
not only the smuggling menace but other custom frauds as 
well, and he intends to carry the fight not only against the 
watch smuggler and those that cooperate directly with him 
but also to the sources from which the goods come and the 
outlets through which the watches go. For it will be part 
of the work to have the government confiscate smuggled 
watches even after they may have left the hands of the 
smugglers and their agents. 

In an important statement to the trade issued last week 
in connection with this work, Mr. Schwob said: 


“The smuggling of watch movements into the United 
States for the past year and a half has been appalling and 
the entire industry on this account faces a very serious 
situation. Unfortunately, owing to the general business 
depression and keen competition, a great many importers, 
jobbers and retailers have become very careless and negli- 
gent in their policy of purchasing watches and watch move- 
ments. Their only guide and consideration seems to have 
been price and price only. They have paid little or no 
attention to the character and reputation of the seller, or 
the true market value of the merchandise. The average 
importer, jobber and retailer excuses himself on the ground 
that he is buying distressed or liquidated merchandise. The 
few firms who have liquidated their watch stocks are well 
known to everybody and certainly the trade names of the 
movements are common trade knowledge. 


“T believe it is my duty to draw the attention of the trade 
to the following section of the Tariff Act of 1930: 


SECTION NO. 593 


“SMUGGLING AND CLANDESTINE IMPORTATIONS 


(by IMPORTATIONS CONTRARY TO LAW:—If any 
person fraudulently or knowingly imports or brings into 
the United States, or assists in so doing, any merchan- 
dise contrary to law, or receives, conceals, buys, sells, or 
in any manner facilitates the transportation concealment, 
or sale of such merchandise after importation, knowing 
the same to have been imported or brought into the 
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HENRI SCHWOB 


United States contrary to law, such merchandise shall be 
forfeited and the offender shall be fined in any sum not 
exceeding $5,000 nor less than $50, or be imprisoned 
for any time not exceeding two years, or both. 

(c) PRESUMPTIONS:—Whenever, on trial for a viola- 
tion of this section, the defendant is shown to have or 
to have had possession of such goods, such possession 
shall be deemed evidence sufficient to authorize convic- 
tion, unless the defendant shall explain the possession to 
the satisfaction of the jury.” 


SECTION NO. 615 


“BURDEN OF PROOF IN FOREITURE PROCEEDINGS 


In all suits or actions brought for the forfeiture of any 
vessel, vehicle, merchandise, or baggage seized under the 
provisions of any law relating to the collection of duties 
on imports or tonnage, where the property is claimed by 
any person, the burden of proof shall lie upon such claim- 
ant; and in all suits or actions brought for the recovery 
of the value of any vessel, vehicle, merchandise, or bag- 
(Turn to page 125) 








To Minimize Litigation in Chicago District 


Agreement Entered Into by Attorneys and Trade Organizations Expected to Result in 


Cooperation Among Creditors and Prevent Unnecessary 
Proceedings in the Bankruptcy Courts 


Cuicaco, Feb. 15.—Members of the wholesale and manufac- 
turing branches of the jewelry trade in this district are express- 
ing satisfaction at an agreement recently concluded by which 
it is expected that litigation in the industry will be greatly 
curtailed and unnecessary proceedings in bankruptcy almost 
entirely eliminated. It is believed also that this agreement 
will result in a cooperation among creditors and attorneys 
that will tend to the stability of the industry and redound to 
the benefit of creditor and debtor alike. 

For under this agreement, proceedings by at least two of 
the leading attorneys that handle claims in the jewelry trade 
will, to an extent, be supervised by a committee nominated 
by the Chicago directors of the National Jewelers Board 
of Trade and the Chicago Jewelers Association, which will 
confer with the attorneys in question on all proceedings that 
are to be started -by them in the industry, attend creditors’ 
meetings and determine by a majority vote of the committee 
whether the proposed action of the attorney shall be (a) 
approved, (b) disapproved or (c) simply noted with or with- 
out recommendation, and that all creditors of the debtor shall 
be notified of the findings of the committee. 

The members of the committee nominated by the local officers 
of the National Jewelers Board of Trade consist of: E. E. 
Marshal (chairman), of C. & E. Marshall Co.; Arthur Man- 
heimer (vice-chairman), of the Manheimer Watch Co.; S. C. 
Lund, of A. C. Becken Co.; J. C. Peterson, of the Interna- 
tional Silver Co.; Emil Braude of Emil Braude & Sons; F. E. 
Dean, of the Associated Silver Co.; Richard Daynert, of 
Stein & Ellbogen Co.; R. N. Olson, of the Schuman Co.; John 
G. Leiner, of Benj. Allen & Co., Inc., and J. J. Sullivan, of 
Swartchild & Co. The members voted .by the Chicago Jewelers 
Association are: J. M. Kucera (vice-chairman), of the Ball 
Co.; F. M. Gottlieb, of F. M. Gottlieb & Co.; Lucius Brigham, 
of the Wahl Co.; J. R. Featherstone, of M. Milhening, Inc.; 
Taylor Strawn, of the Elgin National Watch Co.; Harry E. 
Radix, of Thos. J. Dee & Co.; A. L. Fuller, of the Towle Mfg. 
Co.; Henry Paulson, of Henry Paulson & Co.; David Felsen- 
thal, of Hart Jewelry Co., and A. E. Millard, of Buss-Lin- 
thicum-Thorson, Inc. 

For a number of years there has, in the opinion of the 
manufacturers and wholesalers out here been an over amount 
of litigation growing out of embarrassments and resulting in 
bankruptcies, assignments and fights among creditors that 
have done harm to the industry. Groups of creditors repre- 
sented by one attorney would oppose groups of creditors repre- 
sented by others under conditions not always necessary, and 
efforts have been made from time to time to take steps to have 
the trade act in uniformity in cases of insolvency or embar- 
rassment. 

As a result of these negotiations, an agreement was recently 
entered into between the local branch of the National Jewelers 
Board of Trade, the Chicago Jewelers Association, the law 
firm of Goldman, Allshouse & Healy (which represents a 
large number of eastern and local firms) and Jacob M. 
Braude, who is the designated attorney for the members of 
the National Jewelers Board of Trade in this district by which 
it is hoped that these unnecessary legal proceedings will be 
greatly curtailed if not eliminated completely. 

Under the agreement a creditors advisory board is appointed 
by the officers of the two organizations named consisting of from 
five to ten members each to act and advise on litigation in the 
so-called Chicago District, which is considered to comprise the 
States of Illinois, Missouri, Iowa, Minnesota, North Dakota, 
South Dakota, Nebraska, Kansas, Wisconsin, Michigan and 
Indiana. The creditors advisory board will have a chairman 


and two vice-chairmen, to whom all matters relating to litiga- 
tion will immediately be referred before action is taken. 





The attorneys mentioned in the agreement have agreed no 
petition in bankruptcy shall be filed; no settlement of offer of 
compromise be summitted to creditors, no assignment for the 
benefit of creditors shall be made by his firm and no general 
meeting of creditors shall be called either by the attorney, his 
firm or anybody acting in his behalf against any person, firm 
or corporation in the jewelry business in the Chicago District 
(or the majority of whose creditors are in that district) without 
following the line of procedure outlined in the agreement. 

This is generally to the effect that before any action is 
taken by the attorney along the lines mentioned, he will, if 
the consent of his client be first had and obtained, notify the 
chairman of the Creditors Advisory Board (or in his absence 
one of the vice-chairman), such officers shall forthwith appoint 
from the members of the creditors advisory board a committee 
of three or not more than seven which will act for the board 
and be known as the Creditors Advisory Committee. This com- 
mittee will confer with the attorney, giving such notice, or the 
creditors, in the event that a meeting shall be called. As before 
mentioned, it shall be the duty of the committee to be present at 
all meetings of the creditors and determine by a majority vote 
whether a proposed action of the attorney and creditors shall 
be “approved,” “disapproved” or otherwise as mentioned 
above. 

The agreement is to be in force and effect for a period of 
six months and shall be automatically renewed for like periods 
from time to time, unless one of the parties gives written notice 
to the contrary. 

It has been the general expression here that this agreement 
is one of the most forward steps looking to harmony that has 
been taken here in years. 


F. T. C. Sustains Complaint Against 
Joseph Sculler of Columbus, O. 


PHILADELPHIA, Pa., Feb. 19.—George Fernley, secretary of the 
National Wholesale Jewelers’ Association, has just issued to 
members a notice telling of the cease and desist order issued 
by the Federal Trade Commission against a pseudo-manufac- 
turer and importer at the instance of this association. Mr. 
Fernley says: 

“It is gratifying to advise you that the Federal Trade Com- 
mission has sustained a complaint against Joseph Sculler of 
Columbus, Ohio, and issued an order directing him to cease and 
desist alleged misrepresentation of the nature of his business. 

“This is the first decision made by the Commission under the 
Trade Practice Conference Rules adopted by our industry in 
Chicago and it is believed will serve as a valuable precedent in 
helping our association secure additional cease and desist orders 
against others who violate these rules. 

“The charges against Joseph Sculler were based on the con- 
tention that letterheads and booklets issued by him misrepre- 
sented the nature of his business. The commission in its find- 
ings sustained this allegation and entered the following specific 
orders against him: 

A. To cease and desist from representing is any way what- 
soever that he is a manufacturing jeweler. 

B. To cease and desist from representing that he is an 
importer of diamonds. 

C. To cease and desist from representing that he is an 
importer of Swiss watches. 

D. To file with the Commission a report in writing set- 
ting forth in detail the manner in which he has com- 
plied with the Commissions orders. 

“Several additional cases are still pending with the Commis- 
sion and it is hoped that similar orders will be issued.” 
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PRESTIGE IN 
PACKAGING 


Bey package which leaves 


the shipping department of Marcus & Co., Fifth Ave., 
New York, jewelers, whether it is to be delivered in one 
of the firm’s limousines or carried to its destination by the 
mails, bears the hallmarks of individuality. From the 
tooled leather jewel case to the final layer of wrapping 
paper, each step in packaging is carefully considered as a 
separate job. 

The store has on hand jewel boxes in all standard 
sizes, from the tiny trap door ring box to the long case 
for a string of pearls. ‘They are finished in three leathers: 
green, blue and red. There are cases which are extremely 
deep, to be used as containers for unusual gems. When 
the gems in a piece of jewelry are of such extraordinary 
size that it cannot be suitably placed in one of the stand- 
ard size boxes, a special one is made with depressions in 
the satin-lined nest to fit the stones. Cigarette cases are 
always placed in silk-lined leather envelopes which close 
with a snap flap. In all of these leather jewel cases the 
firm name and address is printed in gold letters on the 
inside of the cover. 

For less expensive jewels, exact replicas of the leather 
cases are made in paper boxes which simulate the leather 
finish in both texture and design. 





‘Sh next operation 


is wrapping the jewel case in white tissue paper, after 
which it is placed in a cardboard box and again wrapped 
in tissue paper. Then it is bound with a plain white 
string. A wooden box made proportionately larger than 
the cardboard container is the next receptacle. These 
boxes are lined with a generous amount of absorbent 
cotton as a shock insulator and the cardboard box is 
nested in the cotton. A deep cream paper is used for the 
final wrapping, which fits neatly about the sharp corners 
of the box of wood. The knots of a light but strong 
packing cord are secured with sealing wax with the. im- 
pression of the store seal. Now comes the finishing touch. 
For this job an accomplished penman is employed who 
traces the address of the customer in an old-fashioned 
broadletter script—a mark of distinction and identifica- 
tion which no one can fail to recognize a second time. 


The whole purpose of this elaborate method of packag- 
ing is to build up confidence and store prestige. Fre- 
quently, to obtain an unique effect, jewelers employ col- 
ored papers with attractive motifs for the final wrapping. 
There is now paper on the market designed to add prestige 
to the finished package through its distinctive appearance. 
In the gift department particularly this paper can be used 
to advantage. 
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The first operation in the packaging procedure of 
Marcus & Co., Fifth Ave. jewelers, consists in 
wrapping the jewel casket in tissue paper. The 
box is then placed in a cardboard container and 
again wrapped in tissue. The third step finds the 
box carefully nested in cotton and packed in a light 
box of wood. The fourth and final operation sees 
the package sealed, stamped with the Marcus stamp 
and addressed in a fine script, ready for delivery. 





New England Manufacturing Jewelers’ & Silver- 
smiths’ Association Holds Great Banquet 
at Providence-Biltmore Hotel 


ProvipENcE, R. I., Feb. 27,—As THE JEWELERS CirR- 
CULAR goes to press, the great annual banquet of the New 
England Manufacturing Jewelers’ & Silversmiths’ Asso- 
ciation being held in the main ballroom of the Providence- 
Biltmore Hotel. The groups that are attending and the 
comments of the members and guests clearly indicate en- 
dorsement of the attitude of the Association’s directors in 
holding the banquet at the present time. For the directors 
unanimously felt that it was the responsibility of the or- 
ganization to make an even greater effort this year to 
bring the manufacturers and their friends together in a 
night of enjoyment and jollification. They hoped thereby 
to stimulate the members to greater efforts than ever 
before with the belief that business will result only from 
more intelligent and more aggressive merchandising 
policies. 

The speaker announced for the evening is Billy B. Van, 
»resident of the Pine Tree Products Co., Newport, N. H., 
whose address to the jewelers on selling problems of 1932 
had been looked forward to with a large amount of in- 
terest. Mr. Van’s reputation as a speaker assured ‘the 
jewelers that what they would hear not only would be a 
source of entertainment but of stimulation and instruction 
as well. Mr. Van is noted for his positively contagious 
sense of humor and in announcing him as speaker, the 
committee said: 

“Mr. Van has been able to sell such an ephemeral 
thing as humor on terms, that it is safe to say, 
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many manufacturers would envy—cash in advance, 

Stephen H. Garner, president of the association is wel. 
coming the guests and Archibald Silverman, former presj- 
dent and a member of Silverman Bros. is acting as toast- 
master. Among the guests of the evening are: Governor 
Norman S. Case of Rhode Island, Mayor James E. Dunne 
of the City of Providence, and the presidents and execy- 
tives of many of the national trade associations of the 
industry, including Edgar M. Docherty, president of the 
Manufacturing Jewelers’ Board of Trade; Sigmund 
Cohn, president of the National Jewelers Board of Trade; 
Charles W. Sommer, president of the Jewelers’ 24 Karat 
Club; P. J. Coffey, chairman of the National Jewelers 
Publicity Association ; Charles T. Evans, secretary of the 
American National Retail Jewelers Association; Jacob 
Engel, president of the National Wholesale Jewelers As- 
sociation; William L. Stone, president of the Boston 
Jewelers Club. 

In addition to the speeches, a most interesting program 
of entertainment has been arranged with the music being 
supplied by Billy Lossez and his band which has made the 
Hotel Biltmore famous. 

In arranging for the banquet, the committee had in 
mind, the fact that incomes had been lowered and set the 
price for tickets at a most reasonable figure. This in 
part is responsible for the large and representative gather- 
ing here. The banquet is in charge of a most active com- 
mittee under the auspices of Joseph H. Lancor as chair- 
man, the other members being: Gottlob Armbrust, Edwin 
H. Cummings, Jr., William G. Lind, Paul B. Paris, 
Sturgis C. Rice, Joseph F. Rioux, Leon Silverman, Hay- 
ward Sweet and H. Benjamin Whitaker. 
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remodelling, repairing, etc. 


moderate. 


Park and Mulberry Streets, 





SPECIAL ORDERS 


Owing to the increasing demand from our customers for high-class work 
of this kind, we have enlarged the scope of our Special Order Department 
and are now in a position to take care of all kinds of jewelry enamelling, 


We are prepared to submit designs and estimates on badges, medals, 
emblematic goods and all kinds of special pieces, as well as remounting 
stones in new and attractive settings. 


This work is being done by the same class of skilled artisans for which 
the firm has been known for many years. 


We are offering this as an additional service, and it will in no way 
interfere with the production of our regular line of high-grade jewelry. 


CARTER, GOUGH & CO. 


Our charges will be found to be 


NEWARK, N. J. 
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Merchandise Market 


International Silver Now Sailing Around the World 


International silverware is now selling around the world, 
for this company has recently installed silver in a number of 
the passenger boats of leading steamship lines. Besides the 
silver supplied to the United Fruit Lines, the Eastern Steam- 
ship Lines and the Matson lines, the company recently received 
an order for the silver equipment for two new United States 
line steamships, one of which has already been launched and 
christened the “Manhattan.” For the Manhattan pattern used 
on this ship, a design patent has already been applied for. 





Currier & Roby Discuss Silverware Situation in 
“Silvercraft” 


The February issue of Silvercraft, published by Currier & 
Roby, silversmiths at 217 E. 38th St., New York, contains an 
outline picture of the present condition of the silverware in- 
dustry and illustrates some of the concern’s products, featuring 
reproductions of a card tray which was the property of George 
Washington, and a miniature of his sword. 


S. Nathan & Co., New York, Introducing Line of 
Historical Cameos 


S. Nathan & Co., 71 Nassau St., New York,, are offering a 
distinctive line of historical cameos. They are hand carved 
on genuine black and white onyx. The profile portraits por- 
tray statesmen, presidents, authors and other leading figures 
in most every walk of life. 


Washington Bi-Centennial Silverware 


The Gorham Co., Providence, R. I., will please children with 
the new silverware etched with decorations which depict Wash- 
ington Crossing the Delaware, the signing of the Declaration 
of Independence, Birth of the American Flag, Surrender at 
Yorktown and other scenes. Bowls, porringers and cups are 
included in the selections and also the new Washington knife, 
fork, spoon and pusher. 


Tarnish Troubles Solved 


G. E. Herring, president of the Associated Silver Co., 4450 
Ravenswood Ave., Chicago, originator of the Silverseal Tarnish 
Proof Chest, and who gave to the retail trade “Yourex,” the 
silver-plated rust and tarnish proof knife, has perfected, with 
the aid of electricity, an apparatus that prevents tarnish when 
articles are displayed in showcass. Many jewelers are fitting 
their showcases. New fillers for the apparatus are sent jewelers 
as needed. 


New Sports Watches Being Introduced by 
Rettig-Stamm-Gruen, Inc. 


A sports watch for girls and a real boy’s wrist watch are 
new offerings for 1932. These watches are being introduced 
by Rettig-Stamm-Gruen, Inc., Chicago. On the dial of the 
girl’s sport watch is a picture of “Orphan Annie,” and 
“Smitty’s” picture decorates the dial of the boy’s watch. These 
watches are both American made, have unbreakable crystals 
and are guaranteed timekeepers. They retail for $5 and their 
popular reception has already been demonstrated. 


Washington Series of Gruen Watches 


A’ special group of six watches, known as the Washington 
Series, has been created by the Gruen Guild to commemorate 
the bi-centennial event. The watches, three for men, known 
as the “George Washington,” the “Benjamin Franklin,” and 
“Paul Revere,” and three for women, known as the “Martha 
Washington,” “Betsy Ross,” and “Molly Pitcher,” are all designed 
in the true early American style—rugged simplicity and honest, 
dependable performance. 
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PATENT PENDING 


INSIST ON THIS 
TRI-PAD Display Tray FREE 


WITH YOUR NEXT ORDER OF 


WATCH BRACELETS 


The only practical method to properly demonstrate 
Watch Bracelets 


Illustrated Folder with Particulars 


The House of Watch Attachments 


BOX 92, FRASER, MICHIGAN 


In Greater Detroit Area 
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commonweam avenue 44OO luxurious rooms 
boston massacnuserrs ——@ach with tub— 

shower — shampoo 
spray — circulating 
ice water. 
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BEST AT THEIR PRICE $3.50 single 
and up 

{ He above rings are of the solid head type 

which gives added strength, weight and dura- > 

bility. The rings are hand made (initials in- 

cluded) are superior to the cheaper hollow head C. P. DODSON 

rings, and yet the difference in cost is slight. The President 

illustration shows hand made initials in counter- Georgian Hotel Co. 


sunk and top mounted styles on Onyx, except 
ring No 36/522, which may also be had with re- 
constructed ruby. Diamonds furnished at lowest 
prevailing prices. 























Low Priced Hollow Head 
Interchangeable Initial 








Rings with Diamonds HOTEL 
E make this hollow head 
interchangeable series in or- ADJ ACENT 
der to accommodate those who TO THE 
can only use a lower priced ring. 
Hand made initials can also be 
attached in countersunk or top NEW 
mounted styles on these cheaper 
hollow head rings. J EWELRY 
tt DISTRICT 
Ny REE EJ ral! AAA ; 
Illustration shows SS Prati Me a ite w 









section of coun- 
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tersunk stone in SAMPLE ROOMS AND SUITES AVAILABLE 
which initials set 


flush. 





UNS 


RADIO, PRIVATE BATH, CIRCULATING ICE 
WATER, SERVIDOR. 


Single from $2.50 daily. Double from $4.00 daily. 





- ONE of the thousand rooms contains ) 


These are only a few of our many styles. 
Write for our illustrated Price List. 


SELTZER BRros.| i NEW HOI 


soerenerall aire VICTORIA 


30 NASSA 
0 NASSAU STREET, NEW YORK, N.Y. | 74 avenue AT SIST STREET, NEW YORK 





























Collecting With a Smile 
(From page 89) 


receivables, they will lose customers. The contrary is 
true. The ones who are no good and who wouldn’t pay 
anyway, will kick. You are well rid of them. The ones 
who intend to do the right thing, but who are temporarily 
embarrassed, will see the justice of your position. If a 
past-due customer happens to be in business for himself, 
the added interest charge will act as a prod and he will 
put added vim behind his own collection efforts. ‘Thus 
you will have really done him a favor. Collections in 
general will be speeded up and the benefits will be mutual. 


The real problem is to keep the customer paying some- 
thing every month. If you don’t, you stand a good chance 
of losing both the customer and what he owes you, and he 
will avoid your store and pass by on the other side of the 
street. Therefore it is good sense to make your collec- 
tion letters friendly. Some credit men have the ability to 
write a “smooth” letter and keep the customer’s goodwill, 
meantime wheedling a few dollars out of his pocket. 


There is always a way to inject a little sales psychology 
into your collection letters. ‘The same tactics which sold 
the customer that watch or clock, will probably induce 
him or her to PAY for it. It’s all a matter of salesman- 
ship. Here’s the kind of letter that accomplishes this 
double duty. It keeps the customer sold, appeals to his 
sense of justice but leaves him no loophole to start an 


argument. 


Dear Mr. Blank: 

Probably after you have read the letters we have been send- 
ing you the past few weeks in regard to your overdue account, 
your inclination was to toss them aside with the remark: “Aw, 
shucks, don’t these people know that I’m good for the bill. 
What’s all the hurry?” 

It is no concern of ours, of course, how you handle your 
personal finances. But as a business man, you probably know 
how dilatory accounts can become very annoying—to say noth- 
ing of the capital that is tied up in them. 

It has been our experience, however, that 75 per cent of 
people who owe bills are merely careless rather than guilty of 
bad intentions. 

Then, too, there’s a certain sentiment connected with an 
old customer’s account and it is always to be regretted when 
we have to use measures that may result in the loss of their 
patronage. 

In your case, we feel sure that there is a real reason why 
your bill has not been taken care of. It may be pigeonholed 
in your desk or in the pocket of your golf suit for all we know 
—but remember this—we appreciate the fact that you ARE 
an old customer, and as such we ask you to write to us quite 
frankly in regard to your account and’ be assured that we stand 
7 to go more than half way in helping you to take care 
of it. 


That there is still plenty of money in circulation and 
that people will spend it (even to pay bills) when the 
right appeal is made to them, is easy to prove. Its a 
matter of dramatizing the situation. My next article will 
be called ““Dramatizing the Collection Procedure,” and 
will contain many interesting letters. 


NOTE: This is number two of a series of collection articles by 
Mr. Walter. Number one appeared in our February issue. 





S. Judson Mealy, formerly presdent of the John W. 
Mealy & Sons Co., jewelers and silversmiths, Baltimore, 
Md., is now associated with the Hennegen-Bates Co. of 
the same city. 
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46 STREET \VEST OF B'WAY 


SECON DS 


BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 

No wonder so many folks call the 
PARAMOUNT “home”. . . for a nice 
furnished room with bath, shower and 
running icewater costs so little! 


700 ROOMS 
From $3.00 Single 
5.00 Double 


10.00 en suite 


Special rates for permanent guests. 


VISIT NEW YORK’S MOST BEAUTIFUL 
= DINING ROOM 
THE PARAMOUNT GRILL 


oH Ke} molely 





CHARLES L: ORNSTEIN 


ee *“MANAGER- ee 
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RECONSTRUCTION 


by Untrep Action: 


The American Legion, American Federation of 
Labor, and the Association of National Adver- 
tisers, are sponsoring War Against Depression 
Campaign by United Action for Employment. 
The Illinois Watch is a party to this great 
movement. 


American merchandise must be sold to increase 
American employment. England’s slogan is 
“Buy British Goods in Great Britain.”’ France, 
Germany, and other foreign countries are spon- 
soring similar campaigns. 

What is America to do? What part will the 
Jewelry industry play? 


We are doing our part to help American Em- 
ployment. The greatest value is represented in 
American merchandise. American people do 
not want to purchase foreign made watches. 


Your best merchandising plan is to fill your win- 
dows with American-made merchandise. Tell 
the people you are a party to this action for 
employment. Win the admiration of your com- 
munity and the great organizations that are 
sponsoring the movement. 


The ILLInois WatcH 
Springfield, Illinois 
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Indiana Retail Jewelers Hold 
Annual Convention 


INDIANAPOLIS, IND., Feb. 23.—Resolu- 
tions favoring the passage of the Capper- 
Keller bill in Congress which would per- 
mit manufacturers to fix retail prices, 
were passed at the convention of the In- 
diana Retail Jewelers’ Association yester- 
day at the Hotel Severin in Indianapolis. 
Members of the association also expressed 
themselves as against a luxury tax, but if 
more revenue were imperative rather fav- 
ored a general tax on all merchandise. 
They condemned also the retailing-whole- 
saler and indorsed watch and jewelry re- 
pairing week. 

Officers were elected as follows: Garry 
Mohliman, Lafayette, president; H. Elmer 
Lodde, Lafayette, vice-president; Earl F. 
McConnell, Oakland City, Ind., secretary ; 
Frank Kroets, Valparaiso, treasurer. Ex- 
ecutive committee, Earl Rost, Columbus; 
A. S. Rowe, Indianapolis; Leo A. Simon, 
Vincennes, L. J. Rowe, Frankfort, Warren 
H. Miller, Princeton. 

It was decided to organize a club of 
traveling salesmen working Indiana and 
have the two organizations work together 
for the good of both. The convention, in 
spite of economic conditions, was well at- 
tended. There was no banquet. 


Drive Against Retailing- Wholesalers 
Launched in Philadelphia 


PHILADELPHIA, Pa., Feb. 20.—A_ con- 
certed drive against unfair and destruc- 
tive competition was started this week by 
Philadelphia retail jewelers and may be 
the beginning of a nation-wide movement 
against the retailing-wholesaler and the 
catalogue wholesaler. Back of the cam- 
paign are the National Wholesale Jewel- 
ers’ Association, the Philadelphia Cham- 
ber of Commerce, Better Business Bureau, 
Pennsylvania Retail Jewelers Association, 
Philadelphia Credit Jewelers Association, 
Philadelphia Wholesale Jewelers Asso- 
ciation, and a number of civic and busi- 
ness groups. More than 100 jewelers, 
representing the largest establishments 
here, attended. George A. Fernley, secre- 
tary, National Wholesale Jewelers Asso- 
ciation presided. 

The purpose of the meeting was out- 
lined by J. Frank Newman, secretary 
National Association of Credit Jewelers, 
who pointed out the heavy damage done 
to the business of legitimate retailers here 
by outside catalogue houses, whose books 
are in almost every industrial and busi- 
ness establishment in the city. He also 
instanced the harm being done by the 
“discount racketeers” and so-called “com- 
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munity” buyers. Mr. Newman stated that 
it is not only the jewelry business but 
many other retail lines are also menaced 
by these methods. How to combat these 
evils and the alleged wholesale house 
which sells at retail over the counter, is 
the big and vital problem, he said. It is 
not only a Philadelphia evil, but a na- 
tional one. Care must be taken not to 
run foul of the Anti-trust and other Fed- 
eral laws in fighting these menaces to the 
industry, but concerted action if some sort 
is absolutely necessary if the business is 
to survive. He instanced what had been 
done in St. Louis, Columbus, Ohio, Atlan- 
tic City and other places by individual 
merchants and civic groups. 

Spread of the outside catalogue evil 
here and its menace to the jewelry re- 
tailer were described vividly by repre- 
sentatives of Bailey, Banks & Biddle Co., 
J. E. Caldwell & Co., S. Kind & Sons and 
other leading retailers. Cooperation of 
the Chamber of Commerce and the Better 
Business Bureau was pledged, but with 
the warning that the jewelers must first 
put their own house in order. 

Concrete work of the meeting was ap- 
pointment of a general committee to plot 
out a program, which will be handled 
by an executive committee. The former 
group consists of 11, representing whole- 
salers and both cash and credit retailers: 
George A. Fernley, John D. Enright, 
Daniel Simon, Ralph M. Seaman, J. 
Frank Newman, Louis Lefkoe, Louis 
Sickles, Merrit Hurlburt, L. P. White, 
William Ward, N. V. Hansplant. 

A noticeable feature of the meeting was 
the fact that both cash and credit retailers 
were joined for the first time since the 
latter system was started here. As soon 
as possible all retailers in Pennsylvania 
will be urged to join the movement. 


F. T. C. Issues Complaints Against 
Two Jewelry Concerns 


WasHincTon, D. C., Feb. 23.—Two 
complaints have been issued by the Fed- 
eral Trade Commission against jewelry 
firms during the past month, one against 
the Jeffrey Jewelry Co. of Chicago and 
the other against Jason Weiler-Baird 
North & Co., Inc. of Boston. 

In the case of the Jeffrey company the 
Commission calls attention to the fact that 
the company through its advertisements 
and circulars refers to certain of its prod- 
ucts as “Indian” and as “Navajo” jewel- 
ry, “when in truth and in fact, the said 
jewelry is not mnufactured by American 
Indians of any tribe, but is manufactured 
or fabricated by machinery in mills or 
factories.” 
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In the case of the Jason Weiler-Baird 
North & Co., Inc., the Commission states 
that the firm also operates under the 
names of Jason Weiler & Sons and Jason 
Weiler, Inc. 


The Commission contends in this com- 
plaint that the company by its letterheads, 
circulars, etc., sets forth that it is a man- 
ufacturer of jewelry and that it is “Amer- 
ica’s leading diamond importer.” It is 
the statement of the Commission that “in 
truth and in fact respondent is not and 
never has been a manufacturer of jewel- 
ry; in truth and in fact it is not America’s 
leading diamond importer, its importa- 
tions of diamonds being and always hav- 
ing been small in amount compared with 
those of many of its competitors, some of 
whom import into the United States far 
more diamonds than the respondent im- 
ports.” 


The commission contends that this firm 
is misleading and deceiving the public 
and also retailers of diamonds in many 
ways, including the beliefs that they are 
saving the profit usual to the wholesale 
dealer. Answers are required in both 
cases. 


National Gift and Art Show _ 


PHILADELPHIA, Feb. 23—Despite un- 
favorable weather and other adverse 
conditions, the annual spring exhibit of 
the National Gift and Art Show, the 
week of Feb. 15, was a success from the 
exhibitor’s standpoint. While there were 
a few less exhibitors than at previous 
shows, four floors were taken at the 
Hotel Adelphia and exhibitors announced 
themselves well satisfied with orders, 
especially in view of prevailing economic 
conditions. 

Some 70 exhibitors had _ displays. 
While some old “Stand-bys” were missing 
a number of new exhibitors took their 
place. Less jewelry and novelties were 
shown than at previous exhibitions, the 
affair taking on a more strictly gift 
wares tinge. The buyers this year came 
from a more extended area than usual, 
evidencing the increased interest in the 
Philadelphia show. 

E. St. Elmo Lewis was the speaker at 
a meeting of exhibitors Tuesday evening. 





Platinum Market 


Platinum prices, as of Feb. 23, were 
officially quoted as: 


GORE accccciaucsiaadeuiaacedlescuts $40.00 
Containing 5 per cent iridium.......... 42.00 
Containing 10 per cent iridium........ 44.00 
REE <i cccenncettadekodawenscanees 90.00 
PO 6 66k canuscanaes PUtsceeonees 21.00 








Design Patent Suit Decided 


Provipence, R. I., Feb. 10.—A_ final 
decree has been entered in a suit brought 
in the United States District Court of 
Rhode Island by the Baer & Wilde Co., 
against Silverman Bros., Providence. By 
this decree, the defendants are enjoined 
from infringing design patent No. 81369 
dated June 17, 1930, and owned by the 
plaintiff company. 


Platinum Medals of Washington’s 
Bi-Centennial 


PHILADELPHIA, Feb. 10.—Platinum has 
come into a new and distinctive use with 
the striking at the United States Mint 
here of the first two medals for the 
celebration of the 200th Anniversary of 
the birth of George Washington. It 
marks the first time in the history of 


the Mint that platinum has replaced 
gold as a medium for outstanding 
awards. 


The medals were struck in the presence 
of distinguished officials of the Govern- 
ment and invited guests, including Hon. 
Robert J. Grant, Director of the Mint, 
Representative Sol Bloom, of New York, 
Associate Director of the United States 
George Washington Bicentennial Com- 
mission, and Mrs. Laura Gardin Fraser, 
noted sculptress, who designed the medal. 

The first medal will be presented to 
President Hoover; the second will go to 
the Library of Congress as a permanent 
record. Each medal contains enough 
platinum to make 160 wedding rings. 
Within the next few weeks official med- 
als in gold, silver and bronze will be 
struck by the Mint from the same die. 


Bronx Retail Jewelers’ Association 
Installs Officers 


Officers of the Bronx Retail Jewelers’ 
Association were installed on Feb. 9 at 
the regular meeting rooms of the organi- 
zation ‘at the Winter Garden, Washing- 
ton and Tremont Aves. More than 100 
persons were present at the meeting. 

The new president, Adolph Landau, 
who has served the association in that 
capacity before for a number of years, 
reassumed the official duties after an ab- 
sence of but one term from the presi- 
dential chair. Phineas Peters, chairman 
of the Executive Board, installed the 
officers. A traveling bag was presented 
by the association to retiring President 
William Schneiderman, as a token of ap- 
preciation for his leadership during the 
past year. 

Boyd Evans, representing the A. N. R. 
J. A. urged all present to write their 
senators and representatives, asking them 
to support the Capper-Kelly bill, express- 
ing the opinion that the sentiment toward 
this measure is much more favorable 
than in the past. I. Hirschhorn, treas- 
urer, reported that a check had been ten- 
dered to the Bronx division of the ‘Un- 
employment Relief Committee, as a 
contribution from the association. 

The letter sent out by a “home buying 


club” operating in the Hotel Lincoln was 
discussed by Mr. Peters, who summarized 
in a few words the action which had 
been taken by THE JEWELERS’ CIRCULAR 
in this connection, reading some of the 
correspondence. The members expressed 
their appreciation for the cooperation of 
the CIRCULAR in this respect. 


Jewelers’ Benevolent Association 
Holds Installation Ceremony 


The 44th annual installation of officers 
of the Jewelers’ Benevolent Association 
took place Feb. 16 at the new ballroom 
of the Hotel Astor. More than 600 mem- 
bers and guests attended. The evening 
was concluded with entertainment and 
dancing. 

The following officers were installed: 
President, Adolph Pusrin; first vice- 
president, Sam Yampolsky; second vice- 
president, Bernard Rosenfeld; treasurer, 
Harris Corman; financial _ secretary, 
Harry Lewis; recording _ secretary, 
Arthur Bergman, and sergeant-at-arms, 
Barnett Deskin. The trustees installed 
were David Massover, Abraham Green- 
blatt and Alfred La Frantz. The com- 
mittee chairmen, elective officers, are: 
Louis Cutler, entertainment committee; 
James Greenbaum, membership commit- 
tee; Louis Friedlander, by-laws com- 
mittee. Mr. Friedlander was the in- 
stalling officer and B. L. Shinn, secretary 
of the National Jewelers’ Board of 
Trade, greeted the incoming officers. 
The retiring president, Jack Goldstein, 
was made an honorary member of all 
committees. 


Trade Conference of New York City 
Jewelers Set for March 20-21 


All is in readiness for the trade con- 
ference of the jewelry trade in New 
York City and environs, according to an 
announcement by Henry Astor, chairman 
of the arrangements committee, at the 
meeting of the Executive Board of Retail 
Jewelers’ Association of New York, held 
Feb. 5 at the Hotel Astor. The confer- 
ence, sponsored by the Board, will be on 
March 20 and 21, with a banquet and 
ball on Sunday evening. 

All branches of the trade — retail- 
ers, wholesalers, and manufacturers — 
are welcome to attend. The registration 
charge is $2. Tickets for the banquet are 
$5 each. 


Albany Jewelers Form Association 


ALBANY, N. Y., Feb. 24.—Twenty retail 
jewelry firms have organized the Albany 
Retail Jewelers’ Association. John Fuhr- 
man is president; Samuel Adles, vice- 
president, and J. Howard Doling, secre- 
tary-treasurer. 

A committee has been appointed to re- 
tain counsel in behalf of the association to 
oppose any alleged violations of city ord- 
inances, and particularly the sale of ad- 
ditional merchandise under the guise of 
liquidation. 
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Death of Ezra C. Fitch 


Boston, Mass., Feb. 5.—Ezra C. Fitch 
dean of the American watch trade, 
passed away at his family home, 1120 
Beacon St., Feb. 3, in his 85th year. Mr. 
Fitch, who was for many years president 
of the American Waltham Watch Co, 
and its successor, the Waltham Watch 
Co., was the last surviving member of 
the old firm of Robbins & Appleton, sell- 
ing agents of that concern, and in all 
had been associated with the Waltham 
company for about 67 years. 

Ezra Charles Fitch was a native of 
Connecticut, being a direct descendant 
of Thomas Fitch, one of the pioneer 
settlers of Norwalk and among his an- 
cestors were also Elder Brewster and 
Governor Bradford. Mr. Fitch’s entire 
business career was associated with the 
Waltham Watch Co., with which he be- 
came employed as a boy. In 1872 he 
was appointed manager of the New York 
office and later became a partner in Rob- 
bins & Appleton, the firm which dis- 
tributed the company’s product. He was 
president of the Waltham Watch Co, 
and its predecessors for about 40 years 
and subsequently was made chairman of 
the Board of Directors. When the com- 
pany was again reorganized he was 
made vice-president. 

Two of Mr. Fitch’s sons, who pre- 
deceased him, were also prominent in the 
Waltham Watch Co. Conover Fitch, 
who died April 19, 1931, was a vice- 
president under his father, while Ezra 
Fitch, Jr.. was at one time manager of 
the Montreal office and later was head 
of the Sales Department of the Waltham. 

Mr. Fitch is survived by a widow, a 
daughter and eight grandchildren. He 
was an honorary member of the Jewelers 
24 Karat Club of New York and of the 
Algonquin Club. He was an ardent 
salmon fisherman and for many years 
visited Quebec where he leased the Ro- 
maine River in pursuit of his hobby. 


John A. Chaplin Serves Half Century 
with Waite Thresher Corporation 


PRovIDENCE, Feb. 15.—John A. Chap- 
lin, Norwood, R. I. has recently cele- 
brated the 50th anniversary of his con- 
nection with the Waite Thresher Corpo- 
ration of this city and its predecessors 
and the event has been the subject of 
comment and congratulation both to Mr. 
Chaplin and the concern with which he 
has been continuously employed for the 
last half century. 

Mr. Chaplin joined the staff of the old 
firm of Waite Smith & Co. in January, 
1882, originally for a period of three 
years, but served the concern and its 
successors ever since. He is one of the 
most experienced bench hands in the in- 
dustry and many of the ideas of the 
concern’s present day line are the result 
of his suggestion, the making of cameo 
brooches and rings being his specialty. 
In the early years of Mr. Chaplin’s em- 
ployment, jewelry was largely made by 
hand and the elaborate tools and dies 
used today for quantity production were 
unknown and even undreamed of. 
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Kinsman Reelected Head of 
Towle Mfg. Co. 


NewsuryporT, Mass., Feb. 17.—William 
A. Kinsman was reelected president of 
the Towle Mfg. Co. at a meeting of the 
directorate following the annual meeting 
of the stockholders at the company’s offices 
in this city today. 

The directors and officers elected were 
as follows: 

Directors: Henry B. Trask, chairman; 
John H. Balch, Jr., Harry F. Cole, Ernest 
Foss, Arthur L. Hobson, William A. Kins- 
man, Harold E. Nock, George W. 
Richardson, George A. Learned, Henry 
M. Williams. 

Officers: President, William A. Kins- 
man; vice-presidents, Harold E. Nock, 
Claudius G. Pendill, Arthur L. Fuller; 
secretary and treasurer, J. A. Hardy. 


Max Mayer 


Cuicaco, Feb. 16—Max Mayer, presi- 
dent of the Western Watch Case Mfg. 
Co., died at the Michael Reese Hospital 
in Chicago on the night of Jan. 29 fol- 
lowing a lingering illness. While Mr. 
Mayer had not been well for some time 
he had visited the offices and attended to 
business up to within a few weeks of his 
death. 

Mr. Mayer was born in Germany, May 
22, 1862, and has been active in the 
jewelry industry in Chicago since he 
came to America nearly 50 years ago. 
In 1887 the business of the Western 
Watch Case Mfg. Co. was established 
by Mr. Mayer and his brother-in-law, 
E. V. Wendell, of Wendell & Co. 

Mr. Mayer was never married. He 
is survived by his sisters, Mrs. Anna 
Mayer and Mrs. Sophie Wendell. 

It was announced at the office of the 
company that the business will be con- 
tinued under the same management that 
has assisted Mr. Mayer for many years. 


Partners of Rialto Watch Case Co. 
Sentenced to Atlanta 

Saul Cohen and Solomon Hornick, 
former partners in the Rialto Watch 
Case Co., pleaded guilty, Feb. 9, before 
Judge Coleman in Federal District Court, 
to charges of concealment of assets from 
their receiver and trustee in bankruptcy 
and of conspiring to conceal assets. They 
were thereupon sentenced to a year and 
a day in the Federal Penitentiary at At- 
lanta. Isidore Feldman also pleaded 
guilty to aiding and abetting in such 
concealment and was sentenced to four 
months in the United States House of 
Detention. 

Cohen and Hornick were formerly en- 
gaged in the manufacture of wrist 
watches at 29 Eldridge St.. New York. 


There is an explanation for the smiles 
of Henry G. Thresher, nester of the New 
England Manufacturing Jewelers. This 
is the fact that Henry G. Thresher, 2nd, 
his grandson has appeared on the scene, 
the boy having come as a Valentine pres- 
ent to Dean Thresher, treasurer of the 
Waite-Thresher Corp., and his wife, Feb. 
14, 
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Winter Banquet of Maiden Lane 
Outing Club Draws Big Crowd 


Nearly 200 members of the jewelry 
trade attended the annual winter dinner 
and entertainment of the Maiden Lane 
Outing Club of New York held Feb. 11 
at the Grand Street Boys Clubhouse, 106 
W. 55th St., New York. The boys fell to 
on the dinner promptly at 7:10, making 
short work of the tender chicken and all 
the trimmings. The speeches, consisting 
of about three words each, were wel- 
comed uproariously, coming from Harry 
Anderson, honored president of the club, 
and Johnny Wirth, vice-president, the lat- 
ter announcing that the Oakwood Arms 
had again been secured for this year’s 
summer outing. Handsome ashtrays were 
souvenirs for the evening. 


Frank Keenan, sales manager of the II- 
linois Watch Co., made about one appro- 
priate remark, when he was silenced by 
friendly cheers. Lou Buss, of Buss, Lin- 
thicum & Thorson, Chicago wholesalers, 
was present as a guest, and went about 
meeting all his friends with that big 
western smile of his. Max Goldstein, of 
H. O. Hurlburt & Sons, of Philadelphia, 
greeted the members from the table of 





Convention Dates 

A. N. R. J. A. at Boston week of Sept. 12 

South Carolina at Columbia, March 28 

Oklahoma at Tulsa, April 11-12 

Texas-Louisiana at Dallas, April 18 

North Carolina at Salisbury, April 25-26 

Maryland, Delaware, District of Columbia 
and Virginia at Washington, D. C., May 1-2-3 

lowa at Des Moines, May 2-3 

Michigan at (?) May 2-3 

Minnesota at St. Paul, May 9 

New Jersey at Atlantic City, May 15-16 

New York at Jamestown, July 5-6-7 

Ohio at Cedar Point, July 12-13-14 


honor. Charles A. Mealy, general mana- 
ger of the Hadley Co., Providence, R. I., 
was also a guest. 

President Anderson was presented with 
an attractive traveling set by Secretary 
Jerry Grant on behalf of the association. 
The gift was accompanied by a little 
cardboard envelope, measuring about two 
by four inches, and another one slightly 
under two by four feet, the smaller one, 
ceremoniously announced Mr. Grant, be- 
ing for the “orders” Mr. Anderson might 
receive during the year, the larger one 
to be reserved for the “cancellations.” 


The show was a great success, Doctor 
Sims’ subtle and delicate humor as master 
of ceremonies, being generally appreci- 
ated. Mary Gleason, premier danseuse, 
gave an extraordinary imitation of the 
late Pavlowa’s “dying swan.’ Johnny 
Wirth astonished everyone present by do- 
ing 120 flip-flops without stopping, right 
in the middle of the show. 

All credit is due to the untiring efforts 
of the entertainment committee, who 
worked like trojans to put the affair over 
in grand style. It consists of Harry An- 
derson, Tony Peter, J. L. Grant, John 
Wirth, Al Betz, Howard Hetherington 
and J. Theise. 
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Death of John W. Sherwood 


An unusually large delegation rep- 
resenting all elements of the jewelry 
trade of the East gathered at the Chapel 
in Woodlawn Cemetery, New York, 
Jan. 27 to pay last honors to the late 
John W. Sherwood, former president of 
the Solidarity Watch Case Co., and one 
of the most popular men in the indus- 
try. 

Mr. Sherwood passed away at his 
home in Balmville near Newburgh, N. 
Y., Jan. 24, after a long illness with 
heart trouble and is survived by his 
widow, Mrs. Cassie Robert Sherwood, 
and his daughter, Mrs. Edith S. Schultz, 
and a grandson. 


In the list of the best known, most 
prominent and thoroughly liked mem- 
bers of the industry of recent years, the 
name of John W. Sherwood would stand 
near the top, for he numbered friends 
from coast to coast and in every section 
and division of the jewelry trade. At 
the time of his death, he was the presi- 
dent -of the Maiden Lane Historical 
Society, a director of the Jewelers Vigi- 
lance Committee, of the Jewelers 24 
Karat Club and other organizations; and 
he had served as president of the 24 
Karat Club, vice-president of the Na- 
tional Jewelers Board of Trade, and 
chairman of its Arbitration Committee, 
president of the Brotherhood of Travel- 
ing Jewelers, and he had also been 
prominent in the work of other organi- 
zations in the industry, such as, the 
Traveling Jewelers Association, the Bos- 
ton Jewelers Club, the New Maiden Lane 
Safe Deposit Co., National Watch Case 
Manufacturers Assn. 


Born at Rockport (Camden), Me., 
April 27, 1862, Mr. Sherwood moved 
with his family four years later to Man- 
chester, N. H., where at the age of 18 
he started in the jewelry business with 
Dunlap & Baker Co. of that town. He 
came to New York in 1884 and joined 
forces with Henry C. Haskell, a manu- 
facturing jeweler at 12 John St., and the 
following year went with the Dueber 
Watch Case Mfg. Co., of Newport, Ky., 
and rose to the position of their eastern 
agent and manager. In about 1892 he 
entered the business as a _ wholesale 
dealer in watches. He was first in New 
York, later in Kansas City and finally 
returned to the metropolis. In 1904 he 
became interested in the Solidarity Watch 
Case Co., becoming manager. He rapid- 
ly advanced until he became its presi- 
dent in 1912 and held this office until his 
death. In all he was prominent in the 
watch industry for nearly half a century. 


Through personal contacts and his work 
in the various organizations his friend- 
ships extended throughout the jewelry, 
silverware and other trades as_ well 
among manufacturers, importers, whole- 
salers and retailers alike, who knew him 
as one of the trade’s most public-spirited 
members, always ready to do his part 
toward the ameliorating of trade abuses 
or in fighting fraud or misrepresentation 
of any kind. 
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NEWARK 


QUALITY JEWELRY 








Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY RUFEISEN:INC 
MANUFACTURERS OF 
DINGS OF/MQUALITY 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 


ARCH CROWN MFG. CO. 


Send for Samples 
TOOLLESS 
81 Warren St. Newark, N. J. 


T . GS WASHABLE 
ALL COLORS 
Originators and Patentees 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 
Ciinton Refining Co., Inc. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


91-93 East Kinney St. 
NEWARK’S HOUSE 
compet: SRONE frrvice 

DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
855 MULBERRY ST. NEWARK, N. J. 





CLASPS 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 





sTERNSET 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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Arthur S. Bower will represent Maurice 
Tishman, 71 Nassau St., through the 
East, Middle West and South. 


Andy Andersen, New York represen- 
tative of Bliss-Schofield Co., has moved 
his ofice from 10 W. 47th St., Room 1206, 
to 15 Maiden Lane. 


Henry Sherrill, of Sinnock & Sherrill, 
15 Maiden Lane, will leave on March 
1 for an extended trip through the Mid- 
dle West. 

Announcement has been made _ that 
Murray Masin is now in business for 
himself again at 65 Nassau St., trading 
as the Masin Watch Co. 

Joseph Pressel has announced his with- 
drawal from the Birnbaum Pressel Co., 
Inc. 62 W. 47th St. Mr. Pressel will 
continue in business for himself. 


Charles Fischer & Co., manufacturing 
jewelers, have removed from 562 Fifth 
Ave. to new quarters in Suite 1108, 15 
W. 47th St. 

Arthur J. Michaels, 366 Fifth Ave., 
formerly with B. A. Ballou & Co., is now 
representing Electric Chain Co., Attle- 
boro, Mass., in the New York and Middle 
West territory. 

Espositer Bros., lapidaries, will remove 
from 1 W. 47th St., to Brooklyn on or 
about March 1, where they will devote 
their full time to research work in the 
chemistry of gem-minerals. 

The business of the late Wm. C. A. 
Westphal has been taken over by E. 
Mathez, expert watchmaker. Mr. Mathez 
has located in Mr. Westphal’s office in 
Room 123, 180 Broadway. 


Announcement has been made that 
M. J. Lampert & Sons, Inc., have leased 
the entire second floor of 35-39 Maiden 
Lane and are removing from their pres- 
ent address at 119 Fulton St. 


Samuel Bernard, manager of Bernard 
Time Service, 516 Fifth Ave., recently 
gave an illustrated lecture on the ‘“Ro- 
mance of Time” in the auditorium of the 
23rd St. Branch of the Y. M. C. A. 


Jacob Mehrlust, 6 West 48th St., sailed 
for Europe, Feb. 19, on the Bremen, on 
a pleasure trip. With him was Athis D. 
Teveridge, who is returning to France, 
after a visit to his office in New York. 


The Jewelers’ Fraternal Association 
of New York will hold its annual meet- 
ing and election of officers on Thursday, 
March 10, at 1.30 p. m., in the meeting 
rooms of the 24 Karat Club in 15 Maiden 
Lane. 


Henri Mandelbaum, of Henri Mandel- 
baum %& Son, Inc., 580 Fifth Ave., has 
returned on the Bremen from a short 
purchasing trip to the European diamond 
markets. 


Stephen Varni, precious stone dealer 
of 15 Maiden Lane, left recently for a 
month’s motor trip to Florida, calling on 
his clients en route. He was accom- 
panied by Mrs. Varni. 
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Jewelry News of the 


N EW YOR * Metropolitan District 


S. Schenker, formerly of Kimmel & 
Schenker, 125 Canal St., is now associated 
as partner with Jos. H. Jacobson under 
the firm name of Jacobson & Schenker, 
Inc. The new firm is located at 125 
Canal St. 


M. Kornberg, Inc., sales representative 
for the Manhattan Silver Co., the Peer- 
less Silver Co., the Clock Products Co., 
and others, has removed from 200 Fifth 
Ave. to new quarters in Suite 701, 366 
Fifth Ave. 


Harry Friedman, formerly senior part- 
ner in the Etna Watch Co. (Friedman 
& Parkovitz), dissolved as of Feb. 1, is 
now in business for himself under the 
firm name of the Exacto Watch Co., lo- 
cated at 2 W. 46th St. 


Benedict J. Freudenheim, of J. Freu- 
denheim & Sons, 48 W. 48th St., sailed 
for Europe Feb. 10 on the Deutschland. 
He will visit the diamond markets in 
Antwerp and Amsterdam and expects to 
make a prolonged stay in those cities. 

Louis H. Gura has announced that 
Piazza Bros., 64 W. 48th St., have suc- 
ceeded Louis H. Gura-Piazza_ Bros., 
formerly at 16 W. 36th St., in the manu- 
facture of jewelry. Mr. Gura will main- 
tain his office with Piazza Bros. 

Pulger, Bonfigt & Co., Koln, Germany, 
have announced the appointment of the 
Hamel, Riglander-Pennant Corp., 209 W. 
14th St., as sole selling agents for their 
products in the United States and Can- 
ada. This concern will carry a complete 
stock of Herkules saws. 

Alice Gutterman, doing business as the 
Crystal Diamond Co., New York, has 
signed a stipulation with the Federal 
Trade Commission agreeing to stop false 
advertising in connection with the sale 
of glass crystals simulating diamonds 
and designated “French Diamonds.” 


At a recent meeting of the board of 
directors, J. Webb Nash was elected a 
vice-president of Black, Starr & Frost- 
Gorham, Inc. Mr. Nash was associated 
with Black, Starr & Frost for many years 
before the merger in 1929 of that com- 
pany with the Gorham store in New 
York and Spaulding & Co. in Chicago. 


The firm of Senauke & Cohen, 2 E. 
125th St., dissolved partnership as of 
Jan. 22. Abraham Senauke and his son, 
Harry A. Senauke, are continuing the 
business of manufacturing jewelry and 
wholesale dealers in diamonds and 
jewelry at the address of the former con- 
cern under the name of Senauke & Son. 

Myron P. Green, well known as a 
salesman in the jewelry trade, and Mil- 
ton Kramer have started in business of 
collecting bad accounts for jewelers 
under the name of the National Service 
Co., with offices at 80 Nassau St. They 
will specialize in collections both for 
New York and out-of-town members of 
the trade. 

The Gorham Co., silverware manu- 
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facturer, has leased quarters on the 
third and sixth floors of the building at 
6-8 W. 48th St., and on May 1 will re- 
move from its present offices at 2 W. 
47th St. and the adjoining suite at 576 
Fifth Ave. to the new address. The 
third floor will be used for the hotel, 
toiletware and_ sterling departments, 
while the sixth will contain the bronze 
and ecclesiastical studios. 


The American Museum of Natural His- 
tory is now offering a free course of four 
informal talks on the subject of “The Ap- 
preciation of Gems,” by Herbert P. Whit- 
lock, curator of minerals and gems at the 
museum. The course is given on Satur- 
day afternoons at 4 P. M. on April 9, 
16, 23 and 30. The first will be on “The 
Antique Use of Gems,” the second on 
“Jade,” while “Famous Gems of History,” 
will be taken up April 23 and “The Art 
of the Lapidary,” on April 30. Each talk 
will be illustrated by slides and will be 
about one hour in length. 


The Metropolitan Retail Jewelers’ As- 
sociation of New York held its monthly 
meeting, Jan. 28, at the Oddfellows Hall, 
106th St. and Park Ave. Routine matters 
of business were discussed and President 
Astor urged the members to get as many 
registrations as possible for the Trade 
Conference of New York members of the 
jewelry trade, to be held March 20-21. 
Support of the National Watch Clean- 
ing and Jewelry Repair Week was dis- 
cussed. After rising for a few moments 
out of respect to the recently deceased 
member, Henry Miller, formerly of 258 
W. 116th St., the meeting came to a close. 


Friends in the trade of M. D. Mason 
of N. H. White & Co., 21 Maiden Lane, 
extended their sympathy in his bereave- 
ment due to the death of his wife, 
Clara, who passed away Feb. 10 after 
a short illness at her home, 126 W. 86th 
St. New York. Funeral services were 
held from her home, Feb. 13, and the 
remains were temporarily sent to a vault 
here until they can be interred later at 
Vernon, N. Y. Mrs. Mason, besides her 
husband, is survived by a son, Harold B. 
She was 82 years old. Mr. and Mrs. 
Mason celebrated their 59th wedding 
anniversary, Jan. 8. 


A meeting of the Jewelers Vigilance 
Committee was held at the rooms of 
the Jewelers 24 Karat Club Friday 
afternoon, Feb. 5, called by the vice- 
chairman, Lee Reichman. The principal 
matter under discussion was the subject 
of continuing the activities of the com- 
mittee, should any emergency arise as 
a result of the proposed tax and stamp- 
ing legislation or for any other cause. 
It was decided to keep the machinery 
of the organization in working condi- 
tion and the chairman was empowered 
to appoint a nominating committee to 
suggest names of directors to fill the 


(Turn to page 144) 
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Wholesale Selling of Black 
Fine Moss Agate 


mounted in rings, brooches, scarf pins, etc., 10K Montana 
Agate. Send for CATALOGUE with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts at same 
DISCOUNT. $6,000 worth of all sizes. IN THE 
GENUINE ELK TEETH at wholesale to Jewelers, at 

10% DISCOUNT on the wholesale price. j GRAND CEN TRAL 


Sent on selec- 


ail | SECTION 


All Sorts of Gems and Gem Material 
Good Quality Near to everything in New York... railroad ter- 
minals, Times Square, Fifth Avenue shops, etc. As 
L. W. STILWELL homelike as though you had planned it yourself. 


DEADWOOD, SOUTH DAKOTA \ Radio in every room. 


$2p-00 8300 


PER DAY 
AND UP 


; Single rooms $3 to $5 per day 
So Double rooms $4 to $6 per day 











WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 
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BOkTE Wass. —| MONTCLAIR 
49th to 50th Sts.,on Lexington Ave. 
NEW YORK CITY 


—_ S. Gregory Taylor, President F 
Oscar Vv. Richards, Manager 














WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 











OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 


22 West 48th Street, New York City 
Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 


Phone Whitehall 4-3833 








THE New INVISIBLE Ring Guard 


Entirely concealed when on finger. 

No wire to twist or break. 

Excellent for diamond wedding rings. 

3 widths, 14 kt. white and yellow gold. 
Soldered inside of shank. 

Keeps setting in right place. 

Guard will not slide around ring. 

Samples and prices gladly sent on request. 


PHILRITE CO. 
71 Nassau St. Tel. Cortiand 7-4828 New York City 











INTRODUCTION TO THE 
THEORY OF SPECTACLES 
By PROF. OTTO HENKER 
Valuable to practitioners and students of Optometry and Optics. 
Price $1.50 
THE OPTICAL JOURNAL & REVIEW 
239 West 39th St., New York 
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Phoenix Finish business and social center as well 


For en re eae. 2 as for its outstanding hospital- 


on. Ps Cp : ity, facilities and service. Rates BELL EV U E 


folder W. consistent with present times. STRATFORD 


Claude H. Bennett, General Manager 








Jewelers Technical Advice Co. 
#) 22 AlbanySt. New York Ciry 




















Myers Optical & Jewelry Co., 11 S. La 
Salle St., has been granted incorporation 
papers. 

L. J. Ryer, prominent credit jeweler of 
Kansas City, spent several days in Chi- 
cago recently. 

Max Getzug, of the Mayor Jewelry 
Co., in Cincinnati, was a visitor in Chi- 
cago a few days ago. 

Paul Gruen, of Rettig-Stamm-Gruen, 
Inc., is spending three weeks in New York 
and eastern cities on business. 

James G. Flatau, well known to the 
entire trade, was in Chicago recently 
in the interest of Granat Bros. of San 
Francisco, whom he now represents in 
the territory from Chicago east. 

George Goldman and Fred Goldman, 
who operate stores in Kansas City, Mo., 
Kansas City, Kansas and Tulsa, Okla., 
visited friends and members of the trade 
in Chicago recently enroute home from 
a business trip to New York. 


Fred Kline, well known traveling rep- 
resentative for Juergens & Andersen Co. 
for the past 25 years, is now engaged in 
the wholesale diamond and _ platinum 
jewelry business located at 209 S. State 
St, and expects to call on his trade in 
a short time with complete line. 


Peter Metrick, 152 Broadway, Melrose 
Park, Ill., successfully defended his stock 
of merchandise on the afternoon of Feb. 
15 in a gun battle with two hold-up men, 
who escaped without loot. Mr. Metrick 
suffered one wound in his hip while 
all his shots went wild. 


The firm of Huck & Kopf, until re- 
cently located at 58 E. Washington St., 
has been dissolved. Carl M. Huck, se- 
nior member of the firm, is now asso- 
ciated with R. Haeflinger & Co., plati- 
num jewelry manufacturers, and will 
continue to call on his old accounts with 
both diamonds and platinum jewelry. 


Fred’k M. Gottlieb & Co., diamond im- 
porters at 35 E. Wacker Drive, have an- 
nounced that Raymond L. Klein is now 
associated with them in the Chicago 
sales department. Mr. Klein is well 
known to the trade through his 22 years 
association with Goldsmith, Stern & Co., 
of New York and for many years man- 
ager of their Chicago office. 

Peter T. White, for many years man- 
ager of Otto Young & Co., and who re- 
tired when this concern was consolidated 
with the A. C. Becken Co. and has de- 
voted the three years since that to his 
private enterprises, became general man- 
ager of A. C. Becken Co. the first of 
February. Mr. Becken states that after 
much" effort to get Mr. White to come 
back into the industry he is pleased that 
he has succeeded in doing so, and Mr. 
White says he is glad to be back where 
he will contact friends and business as- 
sociates of the past. Both express most 
optimistic opinions regarding the future 
of the jewelry business. 
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CHICAGO: 


In testimony of their appreciation of 
the efforts of Judge John A. Swanson, 
States attorney, and his staff, during the 
past three years the Chicago Jewelers 
Association invited him to be their 
guest of honor at the regular montly 
luncheon meeting on Thursday, Feb. 18. 
The meeting was one of the largest 
monthly meetings and routine business 
was quickly disposed of after lunch. 
President Becken and members of the 
Good and Welfare Committee expressed 
to Judge Swanson appreciation of the 
outstanding cooperation received from 
his office during his incumbency. It was 


s 


T The Chamber of Commerce 
of the United States is evidently 
seeking to sway opinion in favor 
of selective taxes. 


Every jeweler should get his 
local Chamber of Commerce to 


VOTE “NO” 
on QUESTION VIII 
Referendum No. 60 


which the Chamber of Com- 
merce of the United States has 
sent to its members covering 
this tax suggestion. 


Full information as to the refer- 
endum and its effect can be 
had from the 


Legislative Committee 
American National Retail 
Jewelers’ Association 














22 West 48th St., New York j 


4 A 


stated that during this time, under his 
supervision and counsel, the Chicago 
Jewelers’ Association has maintained 
practically an unbroken record of suc- 
cessful prosecutions of jewelry trade 
crooks. Judge Swanson thanked the as- 
sociation for its expressions and also for 
the cooperation and assistance his office 
had received from the association and its 
attorneys in the efforts to reduce crime 
in Chicago and assured them that this 
organization and all other organizations 
in the city would continue to receive his 
best efforts along this line as long as he 
is States attorney. 


Prices of Silver Bars 


a. S. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
MAE i receumeen 1945 31% 29% 
.. & ae 195% 32% 29% 
Wee Ot acacagcaes 19% 32 295% 
| |. eee 19% 32% 30% 
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Jewelry News Flashes from the 
Great Central West 


Young Bandits Hold Up Jewelry Store 

Pontiac, ILi., Feb. 16—Two young 
bandits held up the Pontiac Drug & 
Jewelry Co., when the store opened the 
morning of Feb. 10 and escaped with 
$350 cash and $1,200 in diamonds and 
other jewelry, their selection of the stock 
in the store. 

The bandits entered with other cus- 
tomers and ordered five patrons to lie 
on the floor while Kenneth M. Murphy, 
proprietor, was forced to open the safe. 
The bandits were in the store nearly 
half an hour. 





Fred Fraley 

Wisconsin Rapips, Wis., Feb. 16—Fred 
Fraley, 56, for the past 20 years engaged 
in the jewelry business here, died at his 
home after a short illness. Funeral ser- 
vices were held Feb. 12, with burial in 
Forest Hill Cemetery. 

Mr. Fraley was born Sept. 12, 1876 
in Eau Claire, where he received his 
education and entered the watchmaker’s 
trade at the age of 14. He was engaged 
in the jewelry business in that city until 
October, 1911, when he left there to take 
charge of the jewelry department in the 
J. E. Daley Jewelry Co. here. 





N. E. M. J. & S. A. to Hold Jewelry 
Style Meeting 


ProvipENcE, R. I., Feb. 23—On March 
1, at the Rhode Island School of Design 
in this city, will be held the first large 
meeting of the New England Manufac- 
turing Jewelers’ and Silversmiths’ As- 
sociation, in line with its newly outlined 
plan of fashion and promotion work. 
This work is in charge of Miss Jane 
Ellis, fashion and promotion adviser to 
the - association. 

Fashion bulletins will be sent through 
the association to its members, making 
available all information on fashion 
trends, to be used as a guide by the man- 
ufacturers. Some sketches will be used, 
and information will be as practical as 
possible. 

New color cards have been issued, 
especially prepared for the association 
in conjunction with the Textile Color 
Card Association, outlining the major 
color fashion trends of the spring and 
summer season, in accord with which 
the jewelers will guide their color selec- 
tion. 

The meeting will include all the mem- 
bers, their designing staffs, and sales 
staffs, and will include in its list of 
speakers, in addition to Miss Ellis, who 
will present the fashion trends, Madame 
Hamilton Jeffries, fashion editor of THE 
JEWELERS’ CIRCULAR. 





C. F. Gibbs, formerly instructor in 
jewelry at the Bowman Technical School, 
Lancaster, Pa., is engaging in business at 
1903 State St., Harrisburg, Pa. 
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FOR RELIABLE 


PLATINUM 
IRIDIUM 


BUY FROM THE RELIABLE AND WORLD-RENOWNED 
HOUSE OF 


Johnson, Matthey & Co., Inc. 


Refiners of Platinum and Precious Metals 


15 West 47th Street, New York City 


Telephone: BRyant 9-4645 























——EE 


STOP WAITING for Sales—Go After New Accounts 
| with WESTRAY INSTALLMENT CASES 


This is the most compact case on the market 
today, 1514 inches in length, 9 inches in width, 
4 inches indepth. Made of hard lumber, of dove- 
tailed construction; covered in Leather or du 
Pont Imitation Leather; lined in Black or Mili- 
tary Blue Velvet; Gun-metal hardware, two 
catches, with safety-lock catch in center; strong 
leather handle; with or without metal corners. 














On opening case and removing tray you show all that is 
to be shown in an instant, with each article in its in- 
dividual place. It is easy to detect loss. In lid there is 
a reserve place, full length and width of case, 34 inches 
deep, for surplus items you wish to carry, concealed, 
with padded velvet flap. Top tray holds twelve Ladies’ 
and twelve Men’s Rings, four pocket knives in a tray 
that lifts out, with spare compartment for small items. 
Lift-out tray with adjustable partitions for card jewelry; 
below this tray are eight grooves for vest chains. Lower 
tray has five removable pads for Ladies’ metal or ribbon 
watches on right side, five removable pads for Men’s 
metal bands on left side, nine Men’s pocket watches and 
eight strap watches. Write for prices and catalogue, or 
order through your Jobber. 


a b a ts a | Western Tray & Case Co. 


423-429 Plum St., Cincinnati, Ohio 
Established 1864 


















































Watch Cleaning and Jewelry Repair Week 


(>. of the most interesting 
aspects of the National Watch Cleaning and Jewelry 
Repair Week, which started Feb. 24, is the support it is 
enjoying from jewelers in all parts of the United States. 
The orders for advertising material which have been re- 
ceived by the American National Retail Jewelers’ Asso- 
ciation are not limited to certain sections, but come from 
merchants in almost every State in the Union. In all, 
from 1800 and 2000 orders have been received. Charles 
T. Evans, national secretary, said that the support the 
campaign has obtained is making it one of the most suc- 
cessful cooperative ventures in advertising that has ever 
been attempted in the jewelry trade. 


In some cases the local association of retailers has sent 
in a group order for all the merchants in the community. 
The Jewelers Guild of York, Pa., ordered eight complete 
sets of the posters, mats and newspaper releases, and the 
local association of Trenton, N. J., ordered seven sets. 


Jewelers are not only using the posters in special win- 
dow displays and the stickers on outgoing mail, but in 
many instances there have been calls for the advertising 
mats and special newspaper stories, indicating that they 
are taking advantage of every opportunity to cooperate 
in making the campaign a success. 


Letters received by Secretary Evans of the A.N.R.J.A. 
from jewelers all over the United States indicate the 
interest in this campaign. Henry E. Wild, Wild’s Time 
Shop, Billings, Mont., writes: “This is a great move in 
the right direction and I am sure that results will be 
immediate and profitable.” He is no less enthusiastic 
than is W. H. Potts, Mason City, Iowa, who writes: 
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Regarding the campaign, Charles T. Evans, secre- 
tary of the A. N. R. J. A., said: “The success of this 
plan has encouraged us to make it a national annual 
event and in this we are positive that we can count 
on cooperation from all sections of the country.” 











“Your proposed ‘National Watch Cleaning and Jewelry 
Repair Week’ is a splendid idea and I shall be glad to 
cooperate in the drive.” 


From L. H. Russell & Son, Indianapolis, Ind., comes 
a letter which says: “Enclosed is a check for the posters. 
Although we are not members, we feel that the A.N.R. 
J.A. deserves a lot of praise for the good work you are 
doing.” 


Repai departments have 
during these times of depression proved to be the back- 
bone of the retail jewelers’ incomes, and it is believed 
that “National Watch Cleaning and Jewelry Repair 
Week” will be an incentive to retailers to devote more 
promotional attention to this branch of their business 
after the special week of Feb. 24. 


Another instance where associations of retail jewelers 
have taken an active part in the campaign is indicated in a 
letter from George Collis, president of Geo. W. Collis 
Co., Pasadena, Cal., and president of the San Gabriel 


Valley Jewelers’ Association. 
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oso Hae) }~LEADING WHOLE 
—_ WATCH MATERIALS 


Birmingham 
F. T. SKELTON CO., INC. 
19212 Second Avenue 


DELAWARE 
Wilmington 


B. KLEITZ & BRO. CO. 
6th & Market Streets 


DISTRICT OF COLUMBIA 
Washington 


A. BLUSTEIN CO., INC. 
904 G Street, N. W. 


eo 2. 2 


ILLINOIS 
Chicago 


BEN]. ALLEN & CO., INC. 
10 So. Wabash Avenue 


A. C. BECKEN COMPANY 
35 East Wacker Drive 


SWARTCHILD & CO. 
29 East Madison Street 


Louisville 


GEO. KATZMAN CO., INC. 
S. E. Cor. 3rd & Walnut Streets 


MARYLAND 
Baltimore 


JOHN A. TSCHANTRE 
28 E. Baltimore Street 


MASSACHUSETTS 
Boston 


HARKINS & MURPHY CO. 
373 Washington Street 


J. M. KIRBY CO., INC. 
373 Washington Street 


H. J. McGRATH CO. 
373 Washington Street 


MINNESOTA 
Minneapolis 


S. H. CLAUSIN & CO., INC. 
17 South 6th Street 


St. Paul 


ESSLINGER & CO. 
510 Ryan Building 























Helping to Melt Frozen Assets 


Among the valuable frozen assets of the country is an 
immense sum represented by family jewelry, watches and 
clocks which have been discarded because they seem out- 
of-date or in need of repair, says a writer for the Na- 
tional Jewelers Publicity Association. Jewelers through- 
out the country announced a “National Watch Cleaning 
and Jewelry Repair Week” beginning Feb. 24 devoted 
to rehabilitating this property and establishing new values. 


It is estimated that many dollars worth of jewelry, 
silverware and timepieces, long relegated to attics and safe 
deposit vaults, will be immensely increased in value and 
brought into general use by the National Clean-Up Week. 
Beautiful gems which appear old-fashioned because of 
their settings, will with the aid of the jeweler, renew their 
original beauty. 

A good watch or clock has a much longer potential life 
than is generally realized. The skill of the modern 
watchmaker will renew the life of timepieces and render 
them for all practical purposes as good as new. 

Watching the clock is out of fashion these days. New 
importance is placed on time and therefore on the re- 
liability of watches and clocks—for the man who is in a 
job cannot afford to lose it—and to keep on time he must 
know that his “timepiece”’ is right. 








War on Watch Smugglers 
(From page 103) 


gage, because of violation of any such law, the burden 
of proof shall be upon the defendant.” 


“T am working in close touch with the special agents and 
the Department of Justice of the United States. It shall 
be my province to see that every infraction of the law 
brought to my attention be vigorously prosecuted, and that 
offenders receive appropriate and just punishment. 

“Those of the trade purchasing watches are familiar 
with the import duties and what are fair market values. 
They also know the reliable firms in our industry from 
whom it is safe to purchase their merchandise. 

“I have been promised wholehearted cooperation from 
our leading trade papers. The press of the United States 
will, as it always has, publish in detail all trials, arrests, 


and seizures of watch merchandise. 


“T hope, therefore, importers, jobbers, and retailers will 
be very careful in their purchases of watch merchandise. 
It will be too late to regret arrests, seizures and adverse 
publicity after the government men have once stepped into 
a place of business. 


I sincerely trust that the trade in general will cooperate 
fully and earnestly with me in my present endeavor. With 
this help my work will be made very much easier and the 
proper results will be obtained that much quicker. It is the 
universal opinion of every man of character in our trade 
that the industry should be rid, as quickly as possible, of 
the unclean and unfair competition from which it has so 
long suffered.” 





C. W. Spears, who has been calling on the Conklin pen 
and pencil trade in the Pittsburgh area, has assumed an 
executive position with the company. 
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The Members of 
The Philadelphia Association 


of 


Watchmakers and Jewelers 
Supply Jobbers 


Heartily Endorse the National Watch Cleaning 
and Jewelry Repair Week 


JOS. B. BECHTEL & CO., INC. 
729 Sansom Street 


S. GOLDIN & CO. 
12412 So. 8th Street 


KRAMER BROTHERS 
725 Sansom Street 


BORIS POUL 
801 Sansom Street 


ROTHMAN & MEYER 
134 South Eighth Street 


M. SICKLES & SON 
904 Chestnut Street 


WILLIAMS & WAPLES 
727 Sansom Street 


A. ZLOTNICK & CO. 
708 Sansom Street 
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Choose Your Refiner for 
Dependability, Service and Safety 


Dependability—Long experience has taught 
jewelers to depend upon our re- 
turns for the full cash value on 

their shipments of Gold, Gold- 

Filled, Silver and Platinum 

scrap and filings. 








Service— that is prompt: we mail you a 
check for the full amount by re- 
turn mail. 

Safety— We hold your lot intact until 


you approve of our check and if 
the amount is not entirely satis- 
factory to you we will return the 
lot at our expense. 


Try us now. 


“FOUR GENERATIONS OF SERVICE” 


N.L.SHTEINSHLEIFER 


Smelter and Refiner of 
PRECIOUS METALS 
78 BOWERY NEW YORK 





























Quicker Cleaner 
Melts Castings 





For Melting Gold and Silver 
Without the Use of a Furnace 


@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ You will find them convenient as they are de- 
signed with the correct pouring angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 


Pe, es ee ee TS SE eG GG GG GG GG GGG GT 
BINNBY & SMITH CQ., 41 E. 42nd St., New York. 
We are interested in the Dica Crucible, so please send us more 
information. 
























SWEEPS 


FOR 










“HOOVER & STRONG. Inc.| 
—Hetallurgists 
7 powess Tovere Seanez 
* Burfato. %.Y. USA, 








EXCHANGE 


See if you can’t do better ship- 
ping to Hoover. Ship anything 
you have containing any pre- 
cious metal. Your values will 
be held intact for your approval 
_of our offer. Shipping contain- 
ers furnished free. Write us 
what you have to ship. 


HOOVER & STRONG, INC. 


119 W. Tupper St., Buffalo, N. Y. 
Golden Rule Refiners and Manufacturers Since 1912 


























CASH 
for your Scrap Gold 


Turn your old jewelry, 
polishings, sweepings 
into cash ~ full value. 


Our check will be sent to you 
promptly. 


> SPYCO « 


Smelting & Refining Co. 


MINNEAPOLIS, MINNESOTA 
51 SO. THIRD STREET 















































HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the February issue) 


Asauning that we have 
a steel ratchet wheel which we wish to duplicate; how 
shall we proceed to make a cutter for a wheel of this 
type? 


Answer.—As we shall, at various times, require special 
cutters, it will be advisable to have some blank cutters 
roughed out. Stub’s steel rod, 34 of an inch in diameter, 
is quite suitable for this purpose. A machinist can chuck 
the rod so it will run true, drill the hole % of an inch in 
diameter and cut off blanks 1/16 of an inch in thickness. 
The finished cutter should be 5@ of an inch in diameter, 
so this size blank will leave sufficient stock for finishing 
the cutter. About two dozen such blanks will give us a 
good stock to work with. 

Assuming that we wish to make a special cutter, we will 
secure one of the blanks in a wheel’chuck and bore out 
the hole to standard 3/16 of an inch. Then we will face 
off the side of the blank with a smooth turning tool, held 
in the slide-rest. Then reverse the blank and face off the 
opposite side. Each side should be faced off perfectly 
flat, the blank made as near even thickness throughout as 
possible, although the accurate sizing as to thickness may 
be done after the cutter is hardened. We should have an 
arbor chuck to take the blank. The cutter shoulder on 
the arbor chuck should be exactly 3/16 of an inch in 
diameter. We should bear in mind that the cutter shoulder 
on our wheel cutter spindle was made 0.1885, which 
leaves us 0.001 for lapping the cutter to fit after it is 
hardened. The holes in all pinion and milling cutters 
should be rounded out, so that they will fit close in the 
center of the hole but not at the edge of the hole. This 
is done so that the cutter may fit flat and true against 
the shoulder of the cutter spindle. Otherwise, we would 
not be apt to have a true running cutter. 

Assuming that we have finished the hole in the blank 
so that we have it to fit our arbor chuck with no per- 
ceptible side-shake, then we may secure it in the arbor 
chuck and turn the diameter to 54 of an inch. Our next 
step will be to form the edge of the blank to fit the space 
between the teeth of the wheel we wish to duplicate. 
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There are various methods of performing this operation, 
but we will do most of the forming with a round faced 
graver, in fact we may form the edge quite well in this 
manner if we use a glass and compare with the wheel we 
wish to duplicate. However, we can produce the proper 
form very accurately, if we select a space in the old wheel 
which appears to be in good condition. Now harden the 
old wheel and stone off the top edge of the space flat. 

We now have a very good forming tool, which we may 
use to form the edge of our pinion cutter. ‘The operation 
of using such a forming tool is readily apparent. We 
will simply grasp it in a pin vise and present it to the edge 
of the cutter blank. Run the blank at a low speed and 
take a light cut and we may quickly produce the proper 
form. This method is very simple and any form may be 
accurately produced ; if the old wheel happens to be lost, 
we may be able to find a wheel of the same diametrical 
pitch which will answer the purpose. We can also make 
a special holder for such forming tools, which may be held 
in the tool-post of the slide rest, thus insuring more ac- 
curate results, although we have made many excellent 
cutters as above described. After forming the edge of 
the blank, it is a good idea to burnish same smooth before 
cutting the teeth in the blank. We may do this readily 
by using a round nose burnisher. Oil should be applied 
to the cutter blank and it should be run at a low speed. 
We should apply the burnish carefully and watch the 
operation with a glass to avoid changing the form to any 
extent. If the edge is burnished in this manner, our fin- 
ished cutter will produce a very smooth surface. 


(To be continued) 





Wrinkles in Paper Clock Dials 


WasHINGTON, D. C., Feb. 14.—The Bureau of 
Standards was recently requested to assist in curing 
wrinkles in paper dials used as clock faces. 

Through comparative tests of the wrinkled dials with 
those which did not wrinkle, the trouble was traced to a 
greater expansion of the former on absorbing moisture 
from the atmosphere. Paper has the property of expand- 
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—=Refiners 


OF 
Precious 


Metals 
Cold, Silver 


AND © 
Platinum 


T.B. 
HAGCSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 








> REPAIRING < 


MESH BAGS, LEATHER BAGS 
| BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 


Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 
dependable service and your entire satisfaction with 
each job. 


PSILVERWARE€ 


| REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 
10 S. WABASH AVE., CHICAGO 





tee ae 























Delivery guaranteed within 3 days 


George Palestro 


134 West 23rd St., New York City 


WAtkins 9-8661 











| OOS 
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The New Size HORE Jewel 


| It Melts! 
| It Welds! 
It Solders! 


Like your old Hoke- 
Jewel bench torch, 
but larger; the new No. 74 does everything the Jewel 
does, and the big jobs, too. Will melt 40 dwt. platinum; 
also solder and repair jobs. 4 tips. Uses city gas with 
oxygen. You need it. 


Hoke Inc. 





May we send you Folder C.A.? 
22 Albany Street, New York City 











HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 

















REEVE & MITCHELL CO. 
SINCE 1898 
NON-TARNISHING 


FLANNEL BAGS and ROLLS 


L110 Sansom Street Philadelphia, Pa. 











THE PROTECTION RING GUARD 
® The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 


THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 


























REBUILT WATCHES 


A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—Ilinois—Howard—Elgin 21-3 R. R. 
watches in original cases, at very low prices. Price list 
upon request. 

REBUILT JEWELRY CORP. 
76 Bowery New York City 



































ing appreciably with increase of moisture content, due to 
swelling of the fibers, and the dials which wrinkled were 
found to expand 50 per cent more than those which re- 
main unwrinkled, when both were subjected to a normal 
increase in atmospheric humidity. The dials fitted quite 
closely in a circular metal recess, and the greater expan- 
sion of the one paper forced the edge of the dials against 
the metal housing sufficiently to cause the wrinkling. 





Encyclopedic Clock 
A clock almost encyclopedic in its store of information 
is owned by Gustav A. Spies, a jeweler and optometrist 
at Pittsburgh, Pa. It was built by Mr. Spies’ father in 





A Remarkable Clock 


Berleburg, Germany, 75 years ago, and it took him 20 
years to complete it. 

The clock, nearly eight feet tall, gives seconds, min- 
utes, hours, days of the week, days of the month and 
years, including leap year, on the dials which make up 
its face. It also gives changes of the moon. It strikes 
every quarter hour, and according to its owner will run 
for nearly a year with one winding. It is powered by 
weights and is made of gold, silver, steel and brass. 

The maker of the clock died about 35 years ago and 
shortly after his death it was brought to this country. 





What Can the Retailer Do? 
Champaign, IIl., Feb. 15, 1932 


Editor THE JEWELERS’ CIRCULAR: 

The problems of the retail jeweler today are many in 
number and some of them very serious in character. The 
greatest, however, and the one that the combined efforts 
of all legitimate jewelers will be necessary to get a solu- 
tion of, is that growing out of the retailing by whole- 
salers. 
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Many jewelers sit back and criticize this or that manu- 
facturer for allowing his goods to get in the hands of this 
or that “jobber,”’ yet when a representative of this manu- 
facturer comes into his store with a brilliant flow of ora- 
tory about their advertising program and the tremendous 
public demand for their product the jeweler gives him an 
order without any objection to their merchandising policy. 
The merchandise is shipped to him and he marks it and 
places it on his shelves for sale. He puts in a window dis- 
play and runs an advertisement in his local paper telling 
of the quality and merits of this particular brand of goods. 
He invites the public to come into his store and see this 
article and he tells them all about its fine characteristics. 

By these efforts of the jeweler customers are convinced 
that this particular brand is the right one to buy—BUT 
WHERE WILL HE BUY IT? Because this jeweler 
has shown it in his window or because he has advertised 
it locally, will the customer pay him more for it than he 
would a “wholesaler”? No, the customer has a friend 
who “can get it for him WHOLESALE.” Now, his 
jeweler gave him his word that this particular brand was 
the one to buy and it is nationally advertised and since 
he can buy it “wholesale” for much less why not do it? 
HE DOES. 

The jeweler has spent his time and his money making 
a sale for the jobber and manufacturer and is lying 
awake nights trying to figure out where he is going to 
get the money to pay the rent to the landlord (who is, 
maybe, the customer referred to in this paragraph). 


WHAT CAN BE DONE ABOUT IT? 


That is a big question, but I for one, firmly believe 
that if we retail jewelers would ask a salesman when he 
enters out store, what type of price maintenance policy 
they have, it would make manufacturers stop and think. 
If he has no definite price maintenance policy, be careful 
about loading up with his geods, and tell the salesman 
the reason. Don’t keep it to yourself. The salesman 
will take your story back to his sales manager and if he 
got enough of these reports the sales manager will have 
to give us consideration. 

The manufacturer who craves volume regardless of its 
source does not deserve the cooperation from the retail 
jeweler, that the price maintainer does. 

Of course you will find the representative who will 
tell you that a price maintenance policy means nothing 
and that the retail-wholesaler gets the goods just the 
same. But it has been proved by at least two manufac- 
turers that their price maintenance policy can be main- 
tained to a very high degree. If the rest of the manu- 
facturers could get their resale prices maintained to this 
same high degree, a lot of our grief would be over. 

The blame for the existing condition should not be 
placed solely on the jobber and the manufacturer, but 
partly on the retailers themselves. Lots of them have not 
realized the harm that was being done, but now since 
the situation is clear to us, let us get behind the man 
who is at least attempting to protect our profit with an 
honest price maintenance policy of some kind. A lot 
of good is bound to come from such a unified effort and 
at least no harm can result. 


Yours truly, 
CLAUDE E. WALLACE. 
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LEES & SANDERS. 


A customer writes: “In regard to our deal- 
ings with your firm we have always had the 
fairest treatment and are always glad to 


recommend you.” 


SWEEP SMELTERS. 


BIRMINGHAM, ENG. 














THE WASHBURN 





MAGIE NUT 
Aviom mai Hee for Ear Studs, Scarf Pins, 
etc. 
a) Platinum—18k White 
Open 18k — 14k — 10k 


14k R. P. — Sterling 


= PEARL DRILLING, STRINGING 
and Adjusting a Specialty 

oe Repairing and Special Order Work 

my hn ag Send for Descriptive Circular 


fi C. IRVING WASHBURN 
a Sme'l 108 FULTON ST., NEW YORK 








EXPERT WATCH REPAIRING 


for the trade 


Guarantetd; prices very reasonable; prompt delivery; out of town 
work given special attention; send for our price list. 


H. IZZET & CO. 


154 NASSAU ST. 
Beekman 3-0396 


NEW YORK 











Buy American Made 


WATCH OIL | 


RE NY Ny} =~ Vve prepares a special oil for 


wrist watches 


ehacti eT 


WATCH OIL | ORDER from your JOBBER 
Naedion No En | 


Mass. wiry T aruni| 
si en — 
= a} | William F. Nye. Ine. 
ae New Bedford Mass. 








NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
New Address—25 Wells St., Bridgeport, Conn. 








THE STRONGHOLD RING GUARD 
AN UNBEATABLE RING GUARD 
14K. solid gold ring guard. Perfectly resilient, 
fits snugly on ring and insures a comfortable fit. 
Designed for Men’s, Women’s and Children’s 
rings. The guard cannot come off the ring. Sold 
on cards of 1 dozen in assorted sizes and colors. 
Also for Baby Rings. Each guard guaranteed—we 
replace all guards if they break or bend out of 
shape. Each guard stamped 14K. 
Order Through Your Jobber 


STRONGHOLD RING GUARD CO. 
Pat. Ne. 1809045 406 East 149th St., New York 














Medical Ophthalmology 


y Arnold Knapp, M.D. 510 pages, with 32 illustrations. 
apter I, comprising 80 es, is devoted to the anatomy of 
the eye and especially the o r nervous system. 


Price, $5.00 
THE OPTICAL JOURNAL AND REVIEW 
239 West 39th St., New York 





























WORKSHOP WOMES ¢ QUIETRITIES. 


How to remove wax from diamonds. 
Kindly let us know which is the speediest and best 
way to clean diamonds when taken out of the wax plate? 


(Question No. 4841) B. & Co. 


Answer.—We are not certain of your requirements, 
from a perusal of your letter, but we infer that you are 
using a certain wax in designing plates and wish to obtain 
a solvent which will quickly dissolve the wax, eliminat- 
ing tedious scrubbing with the brush. 

Most of the waxes which we have used for this pur- 
pose consist principally of paraffine, with the addition of 
softer waxes to give it the proper consistency. Benzole 
will readily dissolve any wax with a paraffine base and 
any residue that may be left on the stones may be quickly 
removed with a boiling hot solution of potash, which 
should be made up to the strength of four ounces of 
potassium hydroxide to one quart of water. It is quite 
possible that the benzole may be eliminated and that the 
potash solution will answer your purpose. It is well 
worth trying in any case. In dipping the diamonds in 
the potash solution, be sure that you do not use any 
vessel that contained tin or lead, as the potash will quickly 
attack these metals. Iron, brass, or copper sieves are 
quite suitable for dipping in the potash solution. 

After dipping the diamonds in the potash solution for 
a few moments they should be removed and rinsed well 
with boiling water. 

In the event that the above method does not answer 
your requirements, kindly send us a sample of the wax 
that you are using and describe your method of using it 
in connection with the diamonds. We shall be pleased 
to examine the wax carefully and advise of the most suit- 
able method to be used for removing same from the 
diamonds. 


Metalizing baby shoes. 

May I bother your “Workshop Notes and Queries 
Department again as I would like to know how to metal- 
ize baby shoes. When finished they resemble solid metal. 
It seems they are treated in some manner so they can be 
heavily copper, gold or silver plated. (Question No. 


4842) H. P. F. 


THE JEWELERS’ CIRCULAR 
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Answer.—You will find that considerable skill is re- 
quired to turn out a first class job in metalizing on baby 
shoes or any non-metalic articles. Briefly the process is 
as follows: Paint the shoes with a thin coat of shellac 
varnish. When it is almost dry or, in other words, 
slightly “tacky” then dust it over with electrotypers’ cop- 
per powder. Whatever you use in the way of a copper 
powder must be one that does not contain any grease. 
Allow this to stand until thoroughly dry and attach cop- 
per wires to face points on the shoe in order to have a 
good contact and proceed to copper plate them in your 
solution using one or two volts for this job. The shoes 
should be heavily plated with copper before removing 
from the bath, then they can be cleaned and finished as 
usual. If you have gotten a first class plate over the 
entire surface then you can proceed to silver plate or gold 
plate them as you desire. Good work may be done in 
this manner but you will have to experiment considerably 
in order to obtain results. 


, lathe. 


I have just bought a Jacot lathe. The man I got it 
from, although a watchmaker, did not know what it was 
for. I know but can’t exactly figure out how to operate 
it. Can you give me information for which I will be 


glad to pay you. (Question No. 4843) J. E. O. 


Answer.—Your Jacot lathe is a very old Swiss lathe 
that was used with a fiddle bow as the motive power to 
turn the parts that you wish to smooth up. The method 
of using this lathe ordinarily was to put a collet on the 
ballet staff or pinion that you wish to work on. Then 
the collet is grooved so that the horse hair bow could be 
wrapped around the collet and give a rotary motion back 
and forth when the work is placed in the turns. This 
lathe is so greatly out of date that we would advise you 
to forget all about it. 





The Jones & Frasier Co., Durham, N. C., has increased 
its capital stock from $10,000 to $50,000. At the regular 
official meeting William G. Frasier was elected president, 
M. K. Frasier, vice-president and William G. Frasier, 
Jr., secretary and treasurer. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 











Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





WATCHMAKER, clock repairer, sales- 
man; good references; age 25, single. 
J. Carroll Monmonier, Catonsville, Md. 


EXPERT WATCHMAKER and jeweler 
desires position; good references. Ad- 
dress 125 Hoff St., Brooklyn, N. Y. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 


DESIGNER, ENGRAVER, experienced, 
first class man, wants permanent posi- 
tion. Address “B., 7430,” care Jewelers’ 
Circular. 


IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., So. Wabash Ave., 
Chicago, Ill. 


A 1 JEWELER, experienced on platinum 
and gold, also do watch repairing and 
some diamond setting. Vito Buffalo, 
1255 68th St., Brooklyn, N. Y. 


FIRST CLASS WATCHMAKER, plain en- 
graver, Bradley trained, 33 years old, 
married; best references. Address “A., 
7497,” care Jewelers’ Circular. 























SALESMAN, long experience, wants line 
for New York City and vicinity; refer- 
ences. Address ‘‘J., 7515,’’ care Jewelers’ 
Circular. 





TOOLMAKER, 15 years’ all around ex- 
perience; very rapid and accurate on 
fine piercing tools. Address “R., 7559,” 
care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER, jewelry 
repairer and plain engraver; well edu- 
cated; neat appearance. Address “P., 
7440,” care Jewelers’ Circular. 





WATCHMAKER, German, 30 years’ ex- 
perience, good mechanic, wishes steady 
position. Address ‘‘M., 7571," care 
Jewelers’ Circular. 





JEWELER, ENGRAVER, clock and 
watchmaker, 20 years’ experience; 
American; best references. Address 
“S., 7580,” care Jewelers’ Circular. 





EXPERIENCED WATCHMAKER, front 
man, capable of taking full charge; 
pleasant, reliable; excellent references. 
“Watchmaker,” Box 655, Raleigh, N. C. 





SILVERSMITH, commercial or hand 
wrought work from design; making 
change, anywhere; over 25 years’ ex- 
perience. Address “Y., 7393,” care 
Jewelers’ Circular. 





CAPABLE YOUNG MAN desires per- 
manent position as watchmaker; hard 
worker; will start for $15 per week; 
excellent references. Address “B., 
7266,” care Jewelers’ Circular. 





DESIGNER, all around man on platinum, 
gold, silver, rhinestone, stamped jewelry, 
vanity cases; worked in Germany, 
Paris, New York. Address “G. H., 
7296,” care Jewelers’ Circular. 





EXPERIENCED SALESMAN, 20 years 
selling watches, diamonds, gold jewelry 
and a general line; Southern territory ; 
A-1 reference. Address “G., 7426,’ care 
Jewelers’ Circular. 





YOUNG GIRL, stenographer and assistant 
bookkeeper, accurate, capable, consci- 
entious worker; several years’ experi- 
ence with wholesale jewelry firm. Ad- 
dress “B., 7417,” care Jewelers’ Circular. 





A 1 WATCHMAKER and mechanic, ex- 
pert on high-grade baguette, good 
American and Swiss complicated 
watches; reference. Address “‘E., 7424,’’ 
care Jewelers’ Circular. 





WATCHMAKER, skilled mechanic, used 
to finest workmanship on Swiss and 
American watches; salary or percent- 
age; New York. Address ‘'M., 7454,’’ 
care Jewelers’ Circular. 





WATCHMAKER AND OPTOMETRIST, 
Iowa license, married man with family; 
30 years’ experience in jewelry and op- 
tical business; best references. Address 
“J., 7450,’"’ care Jewelers’ Circular. 





HEAD WATCHMAKER, active, reliable, 
close timing, for 11 years in full charge 
of repair department; good references; 
New York City. Address ‘‘K., 7453,’' 
care Jewelers’ Circular. ° 





WATCHMAKER, age 32, 13 years at the 
bench; railroad inspection experience ; 
expert on small bracelets; references. 
= “G., 7465,” care Jewelers’ Cir- 
cular. 





WATCHMAKER, JEWELER, ornamental 
engraver, diamond setter, stone cutter, 
open for position anywhere; reasonable 
salary; best references. Sam Stern, 
2117 Graceland St., Chicago. 





YOUNG WATCHMAKER desires position 
with reliable store; holder of Certificate 
from Horological Institute of America ; 
nine (9) years’ experience. Address 
“M., 7477,” care Jewelers’ Circular. 





YOUNG MAN, 24, neat appearing desires 
position with wholesale or retail con- 
cern, anywhere; five years’ experience ; 
best references. Address ‘“D., 7460,” 
care Jewelers’ Circular. 





YOUNG GIRL DESIRES POSITION as 
clerical worker; five years’ experience; 
finest references. Miss Minnie Apoldo, 
2280 Bathgate Ave., Bronx, New York. 
Telephone Sedgwick 3-8737. 





WATCHMAKER, young man, six years 
at the bench; can help out in engrav- 
ing; best of reference; and will go any- 
where. Address “L., 7485,” care Jewel- 
ers’ Circular. 


—— 


WATCHMAKER, 30 years old and mar. 
ried, eight years at bench and waitin 
on trade, would like steady position: 
best of references. Address M, Ww 
Jacobson, Dows, Iowa. : 





LT 

YOUNG LADY, bookkeeper, stenographer 

five years’ experience with manufactur: 

ing jewelry concern, full charge inclyd.- 

ing stock records; references. Address 
“T., 7490,” care Jewelers’ Circular, 








SITUATION WANTED by engraver, stone 
setter and jewelry repairer, graduate of 
Bowman’s Technical School; willing to 
start at a small salary. Address “RB. 
7498,” care Jewelers’ Circular. : 








YOUNG LADY, five years’ experience fac. 
tory office of jewelry manufacturing 
concern, wishes position as_ genera] 
office worker. Miss C. Saslaff, 1726-62nd 
St., Brooklyn, N. Y. Utrecht 6-3223, 





EXPERT WATCHMAKER, jeweler, en- 
graver, diamond setter; large cities 
only where expert is needed; state 
wages; at once. Address ‘‘N., 1516,” 
care Jewelers’ Circular. 








WATCHMAKER, young man (German), 
specialist on small watches; own tools; 
wishes permanent position; first class 
references. Address “O., 7487, care 
Jewelers’ Circular. 





DIE SINKER, 15 years’ experience cutting 
master dies and hubs; 34 years old, 
married, two children; good reference. 
Leonard G. Ressegger, 570 Main St., 
Oneida, N. Y. 





SALESMAN, traveling Southern territory 
past 20 years, would like to represent 
high grade jewelry concern; have fol- 
lowing. Address ‘“‘G., 7514,” care Jewel- 
ers’ Circular. 





SALESMAN, well acquainted Fifth Ave- 
nue, and the better stores in New 
York City, desires high grade line of 
jewelry or 14 K. novelty line. Address 
“*E., 7513,’ care Jewelers’ Circular. 





WATCHMAKER, first class, do some 
plain engraving; had charge large 
shops; young, American, married; come 
very reasonable. ‘‘Watchmaker,’”’ 2035 
N. 13th St., Fort Smith, Ark. 





HIGH GRADE WATCHMAKER desires 
position in good store; can do plain en- 
graving and some jewelry work if neces- 
7. L. C. Davis, Box 484, Weston, 

>. we. 





YOUNG MAN, age 19, capable, willing 
worker, four years’ office experience; 
good typist; moderate salary. Julius 
Wind, 1974 Eastern Parkway, Brooklyn, 
N. Y. Telephone Dickens 2-4251. 





BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ experience jewelry line; 
thorough knowledge all detail work; 
capable taking charge; references. Ad- 
dress ‘‘R., 7521,” care Jewelers’ Circular, 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 20 years’ experience; 
best reference; salary $40 per week. 
— “J., 7547,” care Jewelers’ Cir- 
cular. 





EXPERIENCED TRAVELER desires to 
confine his activities to Metropolitan 
district ; open for representative line on 
commission basis. Address “T., 7563,” 
care Jewelers’ Circular. 





CERTIFIED WATCHMAKER ; all grades 
and sizes; go anywhere; have long ex- 
perience on railroad watches; might 
later buy interest in business. Leon 
Bryant, N. Reading, Mass. 





SALESLADY with following of depart- 
ment stores and specialty shops in New 
York City wishes high class line of 
jewelry and novelties. Address “A,, 
7538,” care Jewelers’ Circular. 





RETAIL SALESMAN, sales producer, live 
wire, desires permanent position with 
retailer or pawnbroker; 20 years’ ex- 
perience; highest credentials. Address 
“Y., 7535,” care Jewelers’ Circular. 





CAPABLE watchmaker and_ salesman, 
married, 30 years old, ten years’ experi- 
ence; good references; prefer Mountain 
states region; modest salary. Address 
“H., 7546,” care Jewelers’ Circular. 





HIGH GRADE WATCHMAKER, me- 
chanic; will start at $30 a week; must 
be a place where fine work is appreci- 
ated. Jacob Klerer, 179 Hamilton St., 
Albany, N. Y. 
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mal 


= how to increase 
volume and speed turnover— 


1—Look at THE AMERICAN WEEKLY 
every Sunday 


2—Note the products advertised on 
its pages 


3—Display those products in your 
windows and on your counters 


—because this mighty magazine, 
with its 5,500,000 circulation, influences 
the buying habits of nearly twice as 
many families as any other magazine 
in the world. 





THEAMERICAN 
Sai WEEKLY 


Main Office: 959 Eighth Avenue, New York City 





Branch Offices: Paumoutve Bipc., Caicaco .. . Winturop Sguare, Boston . . . 753 Bonnre Braz, Los ANGeLEs . . . 222 Monapnock Bipc., San Francisco 
> 
11-250 Genera Morors Buipc., Detrorr . . . 1138 Hanna Bipc., CLeveranp . . . 101 Marietta St., ATLANTA . . . INTERNATIONAL BxDe., St. Louis 
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INDEX TO ADVERTISEMENTS 
(Continued) 
Rosenthal China Co. ........ 36 
Rothman & Meyer........... 125 
Rufeisen, Henry, Inc. ........ 116 
ee ee ee 97 
a ee 91 
Schuman & Donchi, Inc. ...... 116 
eee 124 
re 110 
Shteinshleifer, N. L. ......... 126 
Sickles, M., & Sons........... 125 
a a a 9 
Skelton, F. T., Co., Inc. ...... 122 
Solomon, Saul L. ............ 124 
Spyco Smelting & Refining Co. 
109, 126 
Star Watch Case Co. ........ 14 
Stern Bros. & Co. ........... 76 
Stern, Lowis, Co. ............ 22 
a 116 
Btiiwell, L.-W. .......cccces 118 
Stronghold Ring Guard Co. ...180 
Sturdy’s, J. F., Sons Co. ...... 18 
Swartchild & Co. ............ 122 
rrr 128 


Swiss Hairspring Service, Inc..128 


Therm-O-Clock Co. .......... 100 
Thilmany Pulp & Paper Co. 
105, 106 
Tschantre, John A. .......... 122 
| ae ee 96 


Untermeyer, Robbins & Co.... 8 


Victoria Hotel 






Wackenhuth, Wm. ........... 116 
Waite-Thresher Corporation .. 30 
Wallace, R., & Sons Mfg. Co... 86 


Warren Telechron Co. ....... 33 
Washburn, C. Irving......... 130 
0 eee 90 
Wefferling, Berry, Walraff Co., 
a ee ens Se ee 116 


Whiting & Davis Co. ........ 25 


Wholesale Distributors of 
Watch Materials and Jewel- 
ry Supplies. ..122, 123, 124, 125 


Williams & Waples.......... 125 










Zimmer, Ludwig 
peeemiok, Aa @& Ce. .....cecese 125 
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THE JEWELERS’ 


New York Notes 
(From page 117) 


vacancies that have occurred by death 
and resignation. 

At the February meeting of the Jewel- 
ers 24 Karat Club, held Feb. 17, at 
the rooms of the club, the resignation of 
one member was accepted, two applica- 
tions were received and three new mem- 
bers elected, viz., William Hoffman, of 
Eichberg & Co.; Frank Demarest of 
Jacques Bienenfeld, and George N. 
Wallace of Jules Racine & Co. Fred 
Croselmire, chairman of the Beefsteak 
Dinner. Committee, reported that general 
arrangements had been made for the 
event, which will take place April 12. 
The other members of the commitee be- 
sides Mr. Croselmire are Robert Quayle 
and Gene Abbott. The members stood 
for a moment in silence in tribute to the 
memory of former president John W. 
Sherwood, who pasesd away since the 
last meeting. The announcement of the 
death of another former president, 
Charles R. Jung, was also made. 


Officers Elected by Jewelers’ 
Security Alliance 


The 49th annual meeting of the Jewel- 
ers’ Security Alliance was held Jan. 29 at 
the New York office at 15 Maiden Lane. 
Because of the untimely death of the pres- 
ident, Harry C. Larter, the meeting was 
called to order by First Vice-President 
G. H. Niemeyer, who then delivered the 
president’s annual address. 

The following are the officers elected 
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for 1932: President, G. H. Niemeyer; 
first vice-president, Frank T. Sloan, sec- 
ond vice-president, Leo Wormser; third 
vice-president, Emil W. Kohn, and treas- 
urer, Henry C. Barthman. The Execu- 
tive Committee includes: Henry Abbott, 
H. H. Dillingham, Walter Eitelbach, Ar- 
thur Lorsch, Nathan J. Stern and Otto D, 
Wormser. James H. Noyes was re- 
elected secretary for the ensuing year, 
Alpheus L. Brown was appointed auditor, 
The annual report of the Crime Com- 
mittee disclosed that during 1931, 91 
burglars, thieves, and robbers had been 
arrested and convicted for attacks on 
members. ‘There were 75 rewards of 
$100 each paid for the arrest and convic- 
tion of 107 thieves and burglars; in 24 of 
these cases all goods being recovered and 
goods partially recovered in 23 others. 


Diamond Imports for 1931 
Show Big Drop 


Diamond imports for month of De- 
cember amounted in all to $1,018,703, 
according to figures just released by the 
Department of Commerce. This in- 
cluded rough stones valued at $155,961 
and cut valued at $862,742. 

The bulk of the rough as has been 
customary for many months past came 
from Belgium, shipments amounting to 
$81,124. But $19,605 came from Eng- 
land and $34,621 directly from South 
Africa. South Africa also sent us $34,- 
333 in cut stones. 

The December figures brought the total 
for the calendar year 1931 up to $15,- 
878,419, as compared with $28,908,495 
in the calendar year of 1930. 











ICWCLCRS 


T. EDGAR WILLSON 
Editor 


A. M. CLARK 
G. E. Gayou 
Associate Editors 


H. GEIGER 
Assistant Editor 


MADAMB 
HAMILTON JEFFRIES 
Fashion Editor 


H. R. TERHUNE 
Field Editor 


BOSTON 
140 Federal St. 


Published monthly by 
JEWELERS PUBLISHING CORPORATION 
239 W. 39th Street, New York 


Division of 
United Business Publishers, Inc. 


A.B.C. and A.B.P. 
Guaranteed Circulation 





BRANCH OFFICES 
CHICAGO PROVIDENCE 
367 West Adams St. 


Copyright 1932, by the Jewelers Publishing Corporation 


The subscription rates in U. 8S. and Mexico are $2.00 and in Canada $2.60 for one year; 
other countries of Postal Union 4.00 for one year; single copies 25c. 


All subscriptions are payable in advance. 


CIRCULAR 





















EVERIT B. TERHUNE 
President 


T. EDGAR WILLSON 
Vice-President 


P. M. FAHRENDORF 
Business Manager 
and Treasurer 


W. H. VALLAR 
Secretary 





412 New Industrial 
Trust Bldg. 










A request for change of address must reach us at least thirty days before the date of issue with which 
it is to take effect. Duplicate copies cannot be sent to replace those undelivered through failure to 
send advance notice. With your new address be sure also to send us the old one, inclosing if possible 
your address label from a recent copy. 


















